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ABSTRACT
The purpose of this study was to research the characteristics and behavior of a 
group of overseas visitors to Las Vegas, measure the travel experience perceptions 
regarding quality of the group, identify areas where importance perceptions were 
greater than quality perceptions, and relate quality in the travel experience to intended 
future behavior.
The group studied consisted of visitors from Germany traveling by charter 
airline directly to Las Vegas. Germany was the country of origin of the largest number 
of overseas visitors to Las Vegas in 1993.
Five hypotheses were tested covering three areas: gambling behavior, quality 
related to intended future behavior, and differences between first-time and repeat 
visitors.
The study provides information for tourism organizations and hospitahty 
businesses in contact with overseas visitor for marketing purposes and for the 
preparation of brochures informing visitors about Las Vegas. The study also identifies 
areas which offer the greatest opportunity for quality advancements.
Ill
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CHAPTER ONE 
Introduction
The first White House Conference on Tourism was held at the end of October, 
1995. More than 1,700 delegates from the travel and tourism industry met to focus 
their attention on tourism in the United States. In 1994, the importance of tourism for 
the United States’ economy was evident with international spending in travel and 
tourism reaching $77.9 billion. This high figure makes the tourism industry the United 
State’s largest services export (Borcover, 1995).
Currently, the United States is at a crossroads regarding government 
involvement in tourism. The United States Travel and Tourism Administration 
(USTTA), established by the International Travel Act of 1961 under the earlier name 
of United States Travel Service, is being downscaled from an approximately $16 
million budget in 1995 to a mere $2 million in 1996. This reduction will certainly 
impact the USTTA s offices abroad in countries such as Canada, Mexico, United 
Kingdom, France, Japan, Australia, Netherlands, Italy, Germany, as well as in some 
countries of South America.
This government agency is responsible for developing tourism policy and also 
for carrying out market research. It is an important source of information on 
international visitors to the United States through its In-Flight Survey of International 
Air Travelers. Pleasure Travel Markets to North America studies, and Summary of
1
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International Visitor Arrival Statistics obtained from Immigration and Naturalization 
Service data. A 39-member industry group under the leadership of Greg Farmer, 
Undersecretary of Commerce for Travel and Tourism and Sandra Fulton, Travel 
Industry Association Chairman, will work on the establishment of a new national 
tourism organization.
Representative Toby Roth (R-Wis.) has introduced a bill (H.R.2579) that calls 
for a new tourism authority created from a public/private venture between the Travel 
Industry Association (TIA) and the government. Marketing of the United States 
internationally would be administered under the name VISIT USA. Funding of the 
new national tourism authority, $100 million is estimated to be needed, is still being 
discussed. Possible funding could come from increased passport fees or a departure 
tax from the United States (Salomon, 1995).
The restructuring of the United States tourism organization is taking place at a 
time when the market share of international visitors to the United States has been 
declining. The United States was ranked second in the world for the number of tourist 
arrivals at the beginning of the 1990’s, but from 1992 to 1993 arrivals declined from 
47,556,029 to 45,792,700 or 3.6% (World Tourism Organization, 1995). In 1995, 
Spain overtook the United States as the second ranked tourism destination behind 
France’s number one ranking (Elliot, 1996). Spain experienced a 4.3% increase in 
international tourist arrivals in 1995 while the United States, ranked third for the year, 
had a 1.7% decrease in international tourist arrivals. During the same period, world­
wide international tourist arrivals increased by 3.8% for the year.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Competition in the international tourism arena is growing with countries 
promoting their name or 'brand' internationally. Some examples of promotional 
tourism budgets are: Greece has a promotional budget of $143 million, Mexico $139 
million, and France $75 million (Bayer, 1995).
A positive outcome of the White House Conference on Tourism has been the 
introduction of the first United States federal advertising campaign in the United 
Kingdom. The USTTA, with the backing of 34 companies, is allocating £800,000 
(approximately $1.2 million) to promote the United States as a tourist destination to 
boost the number of visitors from the United Kingdom (Hayes, 1996). The USTTA 
acts as an umbrella organization in the area of international promotions. However, 
other tourism organizations also work at bringing international visitors to a specific 
destination in the United States.
An international destination such as Las Vegas, Nevada benefits from tourism 
promotional activities organized not only at the national (USTTA) level, but also at 
the state (Nevada Tourism Commission) and county and city levels (Las Vegas 
Convention and Visitors Authority).
In 1994-95, the Nevada Tourism Commission (NTC) operated with a budget 
of $865,000 for domestic media purchases and $306,250 for international advertising 
and promotions. International magazines received 24% of the total media expenditure 
while the corresponding figure for trade shows abroad was 19%. The United 
Kingdom receives the largest advertising and promotion allocation by country 
($141,250); followed by Japan ($85,000); Canada ($60,000); Germany ($12,000);
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Mexico ($5,000); and Korea ($3,000). The NTC is represented in Tokyo, Japan and 
London, United Kingdom. Eight international travel shows in foreign countries were 
attended by the NTC as well as six international travel shows held in the United States. 
The NTC does not carry out its own research regarding international visitor markets 
but uses the In-flight Survey data from the USTTA (U.S. Travel Data Center, 1995).
The Las Vegas Convention and Visitors Authority (LVCVA) has joint 
representation with the NTC in London, England and Tokyo, Japan. The majority of 
the budget for the two representative marketing companies comes fi’om the LVCVA 
although the NTC has the right of approval on any changes made in the marketing 
company chosen to represent Nevada.
The LVCVA a quasi-govemmental agency which receives its funding from 
room tax revenues, also has representation in other international centers such as 
Taipei, Taiwan and Frankfurt, Germany. It attended approximately 40 international 
travel shows in the 1995 fiscal year with a budget of $2.7 million for international 
promotions, a marked increase from the 1991 figures of $500,000 spent on 
international promotions when 24 international travel shows were attended (T.
Jicinsky, personal communication, April 1995).
Since 1975, the LVCVA has been surveying visitors to Las Vegas and the 
results have been published in the annual Las Vegas Visitor Profile Study. The study 
includes information on the nationality and number of international visitors as a 
percentage of total visitors to Las Vegas surveyed. An important characteristic of the 
visitor profile study is that it is conducted in English, and international visitors unable
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to communicate with the surveyors in the English language are not represented in the 
results. The countries that participated in the survey are classified as: Canada, 
Germany, United Kingdom, France, Netherlands, Australia, Other European, Non- 
European. The survey does not provide any information specifically on the behavior of 
international visitors or their assessment of the quality of the travel experience.
In recognition of the importance of the international visitor market and the 
significance of the language barrier in administering the existing survey, the LVCVA 
pre-tested a survey on 1,200 international visitors and administered it in 13 languages 
in 1995. The focus of this survey was to gain a better understanding of the geographic 
and demographic characteristics of international visitors such as country of residence, 
closest city to home, age, income, and marital status. Questions regarding purpose of 
visit, transportation mode to/fi-om United States, nights spent in the United States and 
in Las Vegas, and cities and places visited were also included. However, important 
questions regarding international visitors and their behavior remain unanswered. Are 
the expectations of international visitors met or not? How do they evaluate the quality 
of their visit? Would they return to Las Vegas? Are they willing to recommend Las 
Vegas as a travel destination?
McIntosh, Goeldner, and Ritchie (1995) detail three main categories for 
research in tourism marketing: geographic, demographic, and psychographic. 
Geographic data provides information such as the nationality, country of residence, 
and abode of the visitor. Examples of demographic questions are those pertaining to 
age, sex, education, income, and marital status. Psychographic characteristics identify
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the reasons for traveling, expectations, interests, activities, and expenditure. While 
tourism research through international visitor surveys has often focused on the three 
categories mentioned above, little detailed research explores the quality of the travel 
experience.
This research project proposes to add a fourth category to the three mentioned 
by suggesting that quality attributes, to indicate the level of satisfaction of the 
international visitor, be integrated into the international visitor survey process. 
Although international promotions are very important to attract international visitors, 
equally vital is understanding the quality expectations and perceptions of the 
international visitors to determine if the loss in the United States’ market share is 
related to the quality of the travel experience. Given the lack of behavioral and quality 
attribute information on international visitors to Las Vegas, Nevada, a study has been 
developed to examine these areas more closely.
Problem Statement
The purpose of this study is to:
* describe the main demographic characteristics of a group of German 
visitors surveyed,
* learn about the behavior of the group during their trip to the United 
States and, more specifically. Las Vegas,
* determine the travel experience perceptions regarding quality of the 
group of German visitors to Las Vegas,
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* provide a tool to measure the quality of the overall travel experience 
and the importance and quality perceptions of some of the individual 
components of the travel experience,
* identify any areas in the travel experience where quality improvements 
offer the greatest potential, that is where quality perceptions are 
inferior to importance evaluations, and
* examine the impact of the travel experience on the intended future 
behavior of the group of overseas visitors surveyed through questions 
regarding their intent to return and positive or negative word-of-mouth.
The information was collected by administering a questionnaire in German to 
German visitors departing on a direct charter flight from McCarran International 
Airport in Las Vegas. The survey looked at how expectations were met as well as the 
importance given to the individual attributes comprising the travel experience. The 
overall quality of the experience was compared to the ratings for each attribute to 
determine significant correlations and factors. The methodology applied to this group 
of visitors can be used to gain a better understanding of other international visitors as 
well.
Justification of the Studv 
International visitors are an important source of revenue for tourism 
destinations such as Las Vegas. Understanding who the visitors are, what 
expectations have been created, and how they spend their time will allow tourism
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8authorities and hospitality professionals to better gear their marketing efforts to the 
needs and wants of the international traveler. Studies focusing on a particular group 
based on the country of origin can provide more detailed information on the behavior 
of a specific market segment than surveys of international visitors in general 
undertaken by national tourist organizations. Promotional activities designed to sell the 
image of the travel destination should be aligned with the results obtained through 
research in order to match or exceed travelers expectations with perceptions.
While effective marketing of the destination attracts the consumer to the 
product, whether the stay is perceived as positive or negative depends on the quality of 
the travel experience. By gaining an understanding of the quality of the travel 
experience, the level of satisfaction of international visitors, and the areas of 
dissatisfaction, any quality gaps found to exist can be given special attention and 
programs can be designed to improve the level of satisfaction.
Researchers in one country found that international visitors complained of the 
negative or unfriendly attitude of service employees. An advertising campaign by the 
regional tourism authority focused on increasing the awareness of workers in contact 
with international visitors by stressing the worker's importance in the total travel 
experience (E. Fayos, personal communication, October 1995). While the economical 
benefits of such a campaign are difficult to measure, the potential impact on visitor 
satisfaction is great.
Quality gaps are expensive for a tourism destination. Dissatisfied visitors will 
not return and can damage the image of the destination by spreading negative
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comments by word of mouth. Since it costs one to five times more to find a new 
customer compared to keeping one, it is clear that increasing the chances of having a 
repeat visitor is important (Hart, Heskett, & Sasser, Jr., 1990). The international 
visitor's purchasing power should not be viewed as a one-off event but rather as 
having the potential of being repeated throughout the visitor's life. A destination's 
competitive position can be enhanced by being equated with superior quality. Visitors 
are often willing to pay more for a stay they know will be satisfying rather than risk 
trying a destination which may not be able to delivery the quality they want. Providing 
visitors with services or items identified through research can give the tourism 
destination that extra edge to distinguish it from the competition.
Research Hypotheses 
The research hypotheses relate to the travel behavior of German charter 
visitors compared to visitors to Las Vegas in general and the overall service quality of 
the travel experience related to intention to return and willingness to recommend Las 
Vegas to others. All hypotheses are based on prior research discussed in the literature 
review.
Travel Behavior
Hypothesis 1: The mean budget fo r German visitors will be less than the mean budget 
fo r the average visitor to Las Vegas (S480J during their stay in Las Vegas. The figure 
of $480 for the average visitor to Las Vegas is obtained from the Las Vegas Visitors 
Profile of 1994 as the average gambling budget of visitors during their stay.
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Due to the low importance of gambling as an activity for Germans, the gambling figure 
is expected to be less than the average visitor to Las Vegas.
Hypothesis 2: The mean gaming time o f Germatt visitors will be less than the 
average visitor to Las Vegas. Five hours of gambling a day is given as the average 
time spent gambling by all visitors in the Las Vegas Visitors Profile (1994).
Once again, because of the low rating of gambling as an activity by Germans, the time 
spent gambling is expected to be less than the average visitor to Las Vegas.
Overall Oualitv
Hypothesis 3: The overall quality rating will be positively correlated to the 
willingness o f visitors to recommend Las Vegas.
Hypothesis 4: The overall quality rating will be positively correlated to the 
willingness o f the visitor to return to Las Vegas.
Repeat versus First-Time Visitors
Hypothesis 5: The means o f ratings fo r first-time visitors and repeat visitors will be 
the same. The results of each of four questions will be tested in this respect;
Hypothesis SA: The mecms o f the quality perception ratings fo r the seven 
components o f the travel experience (Question 13) will be the same fo r first­
time and repeat visitors,
Hypothesis SB: The means o f the rating for willingness to recommend 
(Question 20) will be the same fo r first-time and repeat visitors, and
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Hypothesis 5C: The means o f the rating fo r willingness to return (Question 
22) will be the same fo r first-time and repeat visitors, and 
Hypothesis 5D: The means o f the overall quality perception rating (Question 
19) will be the same fo r first-time and repeat visitors.
Delimitations
An important factor in the relationship between Las Vegas and the 
international visitor is the ease in travel. McCarran International Airport in Las Vegas 
is an airport with flill passport and custom clearance facilities. However, the absence 
of direct overseas flights force most international travelers to fly via New York, Los 
Angeles, or other United States port of entry cities. International charter traffic to Las 
Vegas is more prevalent and the growth in charter traffic is viewed as an initial step in 
securing regular direct flights. At the end of 1994, a European charter airline began a 
nonstop charter flight from Germany every Monday ("Foreign Airlines Jet," Dec. 25, 
1994). The flight has been successful with seat occupancy running high. In order to 
gain access to a specific group of overseas visitors, the study will only consist of 
German visitors arriving to Las Vegas by charter flight directly from Germany.
Time restrictions were placed on the collection of data in order to complete the 
study on time. Thus, passengers were surveyed on five consecutive Mondays during 
the months of April/May 1996. Passengers were asked if they were traveling with any 
special group in order to establish if the dates might coincide with any special events in 
Las Vegas and bias the survey results. Time constraints in relation to the analysis and
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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interpretation of the questionnaire responses also contributed to a ceiling being set for 
the number of participants in the survey.
The costs involved in administering the survey in German forced the researcher 
to place economic limits on the number of visitors surveyed.
A further delimitation relates to the administration of the questionnaire.
Visitors were surveyed after their visit to Las Vegas. The best access to the group of 
Germans traveling on the European charter airlme flight was judged to be when the 
visitors were about to depart from Las Vegas as it was very difBcult to identify the 
visitors for a mail survey after their return to Germany. The time lag involved in this 
process would be prohibitive to the completion date of the study. It is recognized that 
a certain amount of bias towards recalling experiences immediately prior to departure 
may result.
Limitations
The weekly nature of the flight placed limitations on the dates when the survey 
could be conducted. The fact that the sample population consisted only of German 
visitors traveling to Las Vegas by charter airline, and the fact that survey 
administration took place during five days during the months of April and May, could 
result in a certain degree of seasonality in the data. Thus, the data may not be 
representative of the entire annual German charter population to Las Vegas.
Permission from the airline to gain access to their passengers was also required and the 
number of days for which approval was given was limited. Passengers could not be
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given the survey on the airplane. The researcher was told that the administration of the 
questionnaire could not interfere with the normal operation of the flights or the flight 
personnel. These factors made it difficult to use a random sampling method for the 
administration of the questionnaire.
Limitations by the airport were also placed on the number of persons on site to 
carry out the survey. Only two persons were allowed to be on hand to administer the 
questionnaire. The airport also asked that no company names, other than the European 
charter airline, appear on the survey.
Physical restrictions at the airport were also placed on the researcher. The 
researcher was given a specific area of the departure lounge to conduct the survey. 
Verbal contact with the passengers was also limited by the airport authorities.
Assumptions
Several assumptions are made in relation to the research. It is assumed that the 
majority of the travelers on the European charter flight in question are of German 
nationality and residents of Germany. Passengers surveyed are assumed to have stayed 
in Las Vegas and to be on the return journey back to Germany. When handing out the 
survey, the passengers are asked whether they have stayed in Las Vegas or not.
Visitors only using the flight to make a connection to another flight are not asked to 
fill out the survey. Germans indicating that they reside in Las Vegas are also excluded. 
A survey question identifies passengers who have not stayed in Las Vegas as well as
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those who do not reside in Germany. It is also assumed that the passengers will be 
receptive to the completion of the extensive questionnaire.
Definitions
Customer Expectations. “What customers believe will occur in a service encounter and 
what customers want to occur (Berry & Parasuraman, 1991, p. 57).
Flv-Drive Trip. An arrangement consisting of scheduled or charter flights and car 
rental; normally booked at the same time or as a package at an inclusive price (Medlik, 
1993, p.63).
Gap. Any divergence or discrepancy between expectations and perceptions 
(Parasuraman, Zeithaml, & Berry, 1985).
German. All German nationals.
German Charter Visitors. Residents of Germany traveling to Las Vegas by charter 
flight.
German residents. Residents of Germany who are not German nationals.
International visitor. In 1963, the United Nations Conference on Travel and Tourism 
held in Rome recommended the following definition of visitor (Burkhart & Medlik, 
1981, p. 96): "For statistical purposes, the term 'visitor' describes any person visiting a 
country other than that in which he has his usual place of residence, for any reason 
other than following an occupation remunerated fi'om within the country visited."
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Overall service satisfaction. “The consumer’s overall dis/satisfaction with the 
organization based on all encounters and experiences with that particular organization 
(Bitner & Hubbert, 1994, p.76)
Overseas visitor. Term referring to visitors from countries not connected by land. In 
the case of the United States, Canadian and Mexican visitors would be classified as 
international visitors but not overseas visitors.
Perception of service quality. “How well a provider performs vis-a-vis customers’ 
expectations about how the provider should perform (Zeithaml, Parasuraman, &
Berry, 1990, p. 16).
Quality. According to Kottler, Bowen, and Makens (1996, p .368), quality can be
divided into three categories: technical, functional, and societal.
"Technical quality refers to what the customer is left with after the customer- 
employee interactions have been completed. Functional quality is the process 
of delivering the service or product. Societal quality is a credence quality; it 
cannot be evaluated by the consumer before purchase and is often impossible 
to evaluate after purchase."
Satisfaction. When a customer's expectations are met or exceeded (Babakus & Boiler,
1992).
Service encounter satisfaction. “ The consumer’s dis/satisfaction with a discrete 
service encounter such as the experience at a hotel check in desk (Bitner & Hubbert, 
1994, p.76).”
Service qualitv. “The consumer’s overall impression of the relative inferiority/ 
superiority of the organization and its services (Bitner & Hubbert, 1994, p. 77).”
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Travel experience. Taylor (1994) delineates six main sectors of the travel product; 
transportation; accommodation; food and beverage; recreation, entertainment sports, 
cultural facilities; tourism related retail trade; and scenic areas, parks and historic 
attractions. Woodside & Macdonald (1994) view the overall service quality of the 
travel experience based on a number of service encounters with one or more of the 
travel product ‘choices’ or acts each day. The service acts with different events are 
evaluated independently for service quality. The outcome is customer satisfaction or 
dissatisfaction with the service quality. In this study, the travel experience in terms of 
evaluating quality is viewed through an adapted model of the travel product 
characteristics (explained later in the study) and the evaluation of the service 
encounters with these products.
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CHAPTER TWO 
Literature Review 
Introduction
Data relevant to overseas visitors and the position of Las Vegas as a major 
U.S. destination are discussed in this chapter. Prior research on German outbound 
travel shows certain unique characteristics for the German market and travel behavior 
of this group. The quality of the travel experience is explained by first looking at 
quality management in service industries and linking specific areas of service 
management to customer satisfaction. Examples of measuring quality and/or 
satisfaction in the hospitality industry are given for different sectors; lodging, airlines, 
foodservice facilities, tours, as well as the overall travel experience. Contact 
employees, service recovery, word-of-mouth, and customer retention are subjects 
closely connected to service quality and customer satisfaction and essential for gaining 
a complete understanding of the service delivery needed to produce satisfied 
customers.
Overseas Visitors to the United States 
The USTTA provides information on the number of overseas visitors by 
country of residence, travel expenditure of each group, and characteristics of each 
group's travel behavior. Of the 18,661,817 overseas visitors to the United States in
17
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1993, Japan was the country of residence of the largest group with 3,542,546 arrivals; 
followed by the United Kingdom with 2,999,301; and Germany with 1,826,757 (Table 
1).
International travel receipts accounted for 17.9% of total tourism receipts in 
1993, an increase of 3.1% since 1990. The corresponding figures for domestic travel 
receipts show a decline of this same amount (3.1%) during the 1990-1993 period. The 
receipts from overseas travelers, not including transport receipts, exhibit the same 
ranking for the three largest groups (Table 2). However, if receipts are divided by 
number of visitors from each of the top three countries, Japan provides the liighest 
amount per visitor ($2,719), Germany ranks second ($2,166), and the United 
Kingdom drops to third place ($2,124 per visitor).
A selection of some of the characteristics for overseas visitors to the United 
States during 1993 are found in Table 3. A further look at USTTA data identifies Las 
Vegas' prominent position in the international visitor market.
Overseas Visitors to Las Vegas
Seven and a half percent of the total number of overseas visitors to the United 
States visited Las Vegas in 1993. This figure ranks Las Vegas as the seventh most 
popular U.S. destination for international visitors after these cities: New York, Los 
Angeles, Miami, Orlando, San Francisco, and Honolulu. Of the top twelve United 
States destinations (table 4), the market share has actually been declining since 1986 
for eight of the cities with the exception of Miami, Orlando, Las Vegas, and Tampa.
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Table 1
COUNTRY OF 
RESIDENCE R.4NK
NUMBER OF 
ARRIVALS
% CHANGE 
FROM 1992
1993 SHARE 
OF TOTAL
1992 SHARE 
OF TOTAL
CANADA 1 17.306.883 -6.8 46.0 48.9
JAPAN 2 3.542,546 -3 9.4 9.6
UNITED KINGDOM 3 2.999.301 6.2 7.9 7.4
GERMANY 4 1.826.757 7.9 4.8 4.4
MEXICO* 5 1.591,778 2.2 4.2 4.1
FRANCE 6 844.644 6.1 4.2 4.1
ITALY 7 555.785 -5.7 2.2 2.0
BRAZIL 8 555.102 16.7 1.4 1.5
CHINA 9 504.407 22.6 1.4 1.2
AUSTRALIA 10 448.507 -7.8 1.3 1.0
VENEZUELA 11 444.355 19.3 1.1 1.2
SOUTH KOREA 12 408.213 19.6 1.0 0.9
ARGENTINA 13 387,116 13.1 1.0 0.9
NETHERLANDS 14 378.904 10.7 1.0 0.9
SWITZERLAND 15 341.591 6.1 .9 0.8
SPAIN 16 309.695 -9.9 .8 0.9
BAHAMAS 17 309.488 7.8 .8 0.7
SWEDEN 18 224.281 -14.3 .5 0.6
COLOMBIA 19 212.688 12.6 .5 0.4
HONG KONG 20 192.691 .7 .5 0.5
TOTAL TOP 20 33.384.732 -1.9 88.8 89.8
TOTAL ALL 
COUNTRIES 37.560.478 -0.9 100.0 100.0
from CIC Research Inc. (1994). USTTA Survey of International Air Travelers 1993.
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U.S. International Travel Receipts (millions of dollars)
20
Country/ Region International
Travel
Receipts
International
Transport
Receipts
Total
Travel
Receipts
%
Change
1993/1992
Canada 7.458.0 1.190.7 8.648.7 -6.8
Mexico 5.119.0 551.1 5.670.1 -8.9
Overseas 45.044.0 14.808.3 59.852.3 7.4
Europe 19.204.3 5.992.4 25.196.7 3.0
Western Europe 18.725.0 5.882.7 24.607.7 2.6
United Kingdom 6.370.0 1.781.2 8.151.2 7.4
Belgium/Luxembourg 399.0 244.0 643.0 9.2
France 1.706.0 1.046.0 2.752.0 4.3
Germanv 3.957.0 1.375.0 5.332.0 8.6
Italy 1.203.0 531.0 1.734.0 -4.7
Netherlands 751.0 129.0 880.0 30.4
Eastern Europe 479.3 109.7 589.0 18.3
Central America, South 
America, & Caribbean 8,300.0 2.284.3 10.584.3 21.2
Venezuela 1.111.0 170.0 1.281.0 23.4
Japan 9.630.5 4.725.7 14.356.2 4.2
Australia, New Zealand, & 
South Africa 2.047.7 655.6 2.703.3 6.6
Australia 1.427.7 513.0 1.940.7 5.7
New Zealand 417.0 142.0 559.0 3.5
Other 5.861.5 1.150.3 7.011.8 12.5
Grand Total 57.621.0 16.550.1 74.171.1 4.1%
from USTTA, Bureau of Economie Analysis, July 5, 1994.
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These four cities have continued to experience market share growth during 1986-1993 
(CIC Research, Inc. 1994). In 1994, Las Vegas became the number one tourism 
destination in the United States in terms of hotel room capacity with 88,560 rooms 
available for domestic and international visitors.
Table 3
Characteristics of Overseas Visitors to the U. S.
Leisure activities The most popular leisure activity was shopping, followed by 
dining and sightseeing in cities.*
Nights spent in the 
country
An average of 17.4 nights were spent in the country.
First time or repeat 
visitors
Approximately 32% of overseas visitors visited the U.S. for 
the first time with 68% being repeat visitors.
States visited One state was visited by 62% of visitors, two states by 
19%, and three or more states by 19%.
Transportation The most popular forms of transportation were: taxi (36%), 
rented auto (35%), private auto (35%), airline in the U.S. 
(33%), and city subway/bus (20%).*
Ports of entry The most popular ports of entry were Miami (18%), New 
York (16%), Los Angeles (12%), and Honolulu (11%).
^multiple responses allowed
from CIC Research Inc. (1994). USTTA Survey of International Air Travelers 1993.
In 1993, Las Vegas had 1,400,000 overseas visitor arrivals according to CIC 
Research, Inc. (1994). Germany (245,000) ranks as the number one country of 
residence of overseas visitors to Las Vegas, compared to a third place ranking for the 
United States; the United Kingdom (156,000) ranks second both in the United States 
and Las Vegas; and Japan (149,000) which ranked first in the United States market 
occupies the number three position in Las Vegas (CIC Research, Inc. 1994). The Las 
Vegas Convention and Visitors Authority (LVCVA) has collected data on visitors
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Table 4
Top Twelve U.S. Destinations for Overseas Visitors-- 1986-1993 (Market share of 
overseas visitors)
New
York
Los
Angeles
Miami Orlando San
Francisco
Honolulu Las
Vegas
D C Chicago Boston San
Diego
Tampa
27.9% 21.7% 9.8% 9.2% 15.7% 14.1% 6.4% 9.9% 7.2% 7.0% 4.8% 2.5%
26.1% 22.3% 8.8% 8.2% 19.7% 11.7% 6.5% 9.8% 7.0% 6.6% 5.3% 2.2%
26.2% 21.0% 9.8% 8.5% 17.0% 13.3% 7.3% 9.5% 5.0% 6.4% 5.4% 2.0%
25.7% 21.4% 10.9% 13.6% 15.8% 14.5% 7.2% 8.9% 6.1% 5.3% 4.7% 2.6%
27.9% 20.4% 14.2% 10.8% 17.6% 13.7% 7.7% 7.8% 6.2% 4.7% 4.2% 2.5%
23.1% 19,1% 14.4% 13.5% 15.1% 13.1% 7.2% 7.3% 4.8% 5.0% 4.3% 2.8%
22.1% 17.2% 15.7% 16.5% 13..3% 12.3% 7.2% 7.9% 5.0% 5.2% 4.-5% 4.2%
20.5% 17.8% 16.5% 14.2% 13.3% 12.2% 7.5% 6.9% 5.0% 4.8% 3.5% 3.0%
1986
1987
1988
1989
1990
1991
1992
1993
from CIC Research Inc. ( 986-1993). UST A Survey of International Air Travelers.
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to Las Vegas, including international visitors, since 1975. Data from 1982 is displayed 
in figure 1. In that year, international visitors comprised 5% of total visitors surveyed. 
The corresponding figure for 1995 was 13.1%.
In 1993, Las Vegas received more than 23.5 million domestic and international 
visitors. If the figure of 14% for international visitors (LVCVA Visitor Profile Study,
1993) is multiplied by the 23.5 million total visitors, the international visitor number is 
approximately 3.29 million, or much higher than the USTTA indicates (2,194,000). 
This discrepancy could arise due to the sample size of the USTTA survey; the fact that 
the USTTA survey is only administered on certain airlines going to specific ports of 
entry; or the possibility that while Las Vegas is not the main destination, overseas 
visitors may include it in their travel plans after visiting another U.S. destination. 
Equally significant is the fact that transportation to Las Vegas may occur by car rather 
than by air making it difficult to identify the overseas visitors.
The nongaming economic impact of international visitors to Las Vegas is given 
in Table 5. The table shows the contribution of German visitors with the highest level 
for a single country except for Canada. Per traveler amounts were $554 for Germans, 
$469 for travelers from the United Kingdom, and $377 for the Japanese.
Overseas visitors arriving to other ports of entry in the United States must pass 
customs and transfer to a domestic flight at this point for Las Vegas. Their arrival to 
Las Vegas takes place among domestic travelers. Direct flights to Las Vegas from
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overseas locations would facilitate the collection of data on overseas visitors by
making the particular visitor group easily identifiable.
Figure 1. International Visitors to Las Vegas as a Percent of Total Visitors 
Surveyed by the Las Vegas Convention and Visitors Authority 1982-1995
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firom LVCVA, Visitor Profiles 1982-1995.
note: figures for 1975-1980 were for calendar years and are not included (1982-1995 
figures show fiscal years).
Charter airlines are currently responsible for the greatest amount of direct 
flight traffic from overseas. In 1995, the only direct overseas flight departing weekly 
throughout the year to and firom Las Vegas was a flight by European airline, a 
company 100% owned by a major Eiuopean carrier ("Foreign airlines jet," Dec. 25, 
1994).
Charter Airlines
The charter airline in question is one of the few charter airlines where the 
airline owner has an active strategic interest in the charter business. This differs firom
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
25
other major airlines that formed alliances for flight cooperation or became involved in 
the charter business as a precautionary strategy taken a few years back in light of intra- 
European air deregulation. In the latter case, the interest in the charter airline has 
become a safety valve (French, 1995). British Airways took the most drastic action 
related to charter business in 1995 by selling the Caledonian charter airline to a tour 
operator. This sale sent out signals that the charter market was perhaps not lucrative 
enough for the big carriers. The European carrier owning the charter airline, on the 
other hand, views greater potential for traflSc expansion in charter business in tourism 
travel as opposed to business travel.
Table 5
International Travelers to Las Vegas Nongaming Imnact
Country/Region Amount (million S) % Change 
1993/1992
All Overseas 576.8 -1.7%
Total Europe 320.1 0.7%
France 43.3 36.9%
Germany 100.9 3.5%
Italy 23.1 -37.8%
Norway. Denmark. Sweden 14.0 -21.6%
United Kingdom 64.3 1.7%
Other Europe 74.6 5.7%
South America 26.0 -22.4%
Central America 6.6 30.8%
Total Far East 155.3 -2.3%
Japan 61.4 -14.6%
Other Far East 93.9 7.9%
Oceania 30.1 -15.8%
Australia 25.1 -19.3%
Other Oceania 4.9 7.9%
Other Overseas 56.9 59.2%
Mexico 41.2 -23.1%
Canada 533.1 -6.7%
Grand Total 1.151.1 -5.0%
fom USTTA- In-Flight Survev. 1993 and Summarv and LVCVA,
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Productivity figures comparing charter airlines to scheduled airlines in 1993 
shows the charter airline in question with nearly four times the productivity level 
(revenue ton-km per employee) than the European carrier owning the charter airline. 
An agreement between the European carrier and the largest German tour operator 
(DER Deutsches Reisebixro GmbhH) assists the airline in selling vacation packages 
using a recognized name. In 1991, the charter airline served approximately 3.2 million 
passengers. By 1994, the corresponding figure was 5.5 million.
German Outbound Travelers
Size and Structure of Travel Market
Germany holds an extremely significant place in the world travel market due to 
the number of trips taken abroad and the purchasing power of the German mark. 
Germans travel abroad more than any other nationality. In 1994, 77 million trips 
abroad were taken by Germans. This figure compares to 44.3 million trips taken 
abroad firom the United States, and 38.8 million fi-om the United Kingdom. The four 
largest German tour operators responsible for sending 469,000 passengers to the 
United States from Germany in 1993 were: DER Deutsches Reiseburo, Meiers 
Weltreisen, CA Femtouristik, and AD AC Reisen (Peisley, 1995). Market Update 
prepared for the 1994 Pow Wow travel conference in Miami (Discover America,
1994) states that a favorable dollar/German mark exchange rate is an important factor 
in the development of travel business with Germany.
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Exchange Rate
If 1988 is used as the base year with an index for the D-mark/U.S. dollar of 
100, the real purchasing power of the D-mark in 1994 was 120.6 (Peisley, 1995). Day 
(1986) looked at how changes in exchange rates affected air travel in 22 countries 
between 1976-1984. He concluded that "a one percent increase in the value of the 
dollar in these international markets (Japan, Germany, Italy, U.K.) will have the effect 
of reducing the flow of travelers to U.S. destinations between 0.5 and 1.5 percent 
(Day, 1986, p. 119)." The propensity to travel and the advantageous purchasing power 
of Germans in the United States suggest the importance of this particular visitor group 
for the United States’ economy. Gaining a better understanding of the characteristics 
and behavior of these travelers can help draw more German travelers to the United 
States as well as increase their satisfaction with the travel experience.
Travel Preferences and Behavior
In 1992, 44.7 million German travelers over the age of 14 took 57.5 million 
trips of five days or longer. North America was the number one long haul destination, 
followed by Central America, South America, and Asia Pacific. Seventy percent of 
foreign trips were for vacation purposes, 15% were for business, and 15% were to 
visit friends and relatives (VFR). Travel agents, as well as friends, and family are 
important sources of information for the German traveler to the United States 
(Cockerell, 1993).
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Information Sources
Mihalik, Uysal, & Pan (1995) analyzed the sources of information used by a 
group consisting of former West Germans with a preference to travel to the U.S. for 
vacation. The most used source was travel agents (69.7%), followed by family and 
friends (49.7%), brochures (49.7%), tour operators (22.7%), airlines (18.4%), 
newspapers & magazines (18.4), books/library (17.8%). OfiBcial sources such as 
government & embassy accounted for a total of 14.8%. The high number of travelers 
using friends and family as sources of information emphasizes the importance of word 
of mouth and service quality in the tourist industry. The potential influence of travel 
agents as a source is also apparent from the above percentages.
Travel Activities
Research by Morrison, Hsieh, & O’Leary (1994) on overseas travel behavior in 
three European countries, Germany being one of them, classified the market share of 
independent travel arrangements for Germans in 1989 as 58.3%, escorted tours 21%, 
and non-escorted package tours 20.7%. Over 83% of the Germans surveyed for all 
three categories of travel had some foreign language knowledge although this concept 
was not further defined. The kind of trips taken differed according to type of travel 
arrangements with independent travelers citing VFR, touring, and resort types.
Escorted and non-escorted travelers ranked resort, touring and city trips as the three 
most popular trip types. The type of travel product sought was ranked the same by all 
three groups: (1) culture & historical; (2) destination attributes; (3) nature & scenic;
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and (4) luxury & entertainment. The type of travel benefits the three groups looked 
for were also identically ranked: social escape, being and seeing, heritage, and physical 
sports. The activities the group participated in which received the highest ratings (one 
highest and 10 lowest) are displayed in table 6.
Table 6
Activity Independent
travelers
Escorted tour 
travelers
Non-escorted 
package travelers
Restaurant/dining out 1 2 3
Know inhabitants 2 5 2
Sightseeing in cities 3 5 8
Taking pictures/films 4 1 3
Shopping 5 4 3
Sampling local foods 6 8 7
Visiting scenic landmarks 7 9
Tour coimtrvside 8 7 6
Visit seaside 9 - 10
Visiting national parks/forests 10 - -
Visiting friends/relatives - - -
Visiting wilderness areas - - -
Wildlife/birdwatching - - -
Visit historic places - - -
Short guided excursions - 3 -
Sunbathing/beach activities - 10 8
Swimming - - 1
Gaming* 32 32 31
* due to the importance of gaming for Las Vegas, this activity was included in the above table, 
from "A comparison of the travel arrangements of international travelers from France, Germany and 
the U.K.". by A.M. Morrison, S.Hsieh, & J.T. O'Leary, 1994, Tourism Management 15(6). p. 461.
The list of 38 activities ranked by German international travelers included the 
activity “visit casinos/gambling.” The three categories, classified according to travel 
arrangements, showed little variation in ranking the attribute casinos/ gambling 
(32/32/31). While general information is available regarding the behavior of German 
overseas travelers, the activities of this group of travelers will certainly vary according 
to the destination chosen. Identification of the behavior of German travelers to Las
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Vegas, as well as their level of satisfaction with the travel experience, can be used for 
future marketing purposes to cater specifically to their expectations and needs. The 
quality of the travel experience, especially when those visiting the destination are well- 
traveled, becomes an important factor in creating a satisfied visitor with the potential 
of returning to Las Vegas or another United States destination.
Quality Management in Service Industries
Origins of Quality Management
The origins of the quality philosophy lie in the work of Edward Deming and his 
efforts in transforming the reputation and status of Japanese manufactured products. 
The quality movement took off in the United States when manufacturing 
companies realized they were lagging behind their Japanese competitors, and Japanese 
products had gained a secure foothold in the United States economy.
Quality management in the service sector within the United States arose out of 
the changes that were occurring in the manufacturing sector and not as a reaction to a 
loss of international competitiveness in the service area. While the approach is 
certainly valid, its insularity in a world marketplace of services, especially in the 
tourism sector, may present some problems. The result has been a focus on adapting 
quality criteria fi'om manufacturing industries to service industries and explaining the 
difference between them.
To encourage companies in the United States to adopt the quality philosophy, 
the Malcolm Baldrige Quality Improvement Act was passed in 1987 (Steeples, 1992).
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The Baldrige Quality Award
The Baldrige Quality Award consists of seven key factors; leadership; 
information and analysis; strategic quality planning; human resource development and 
management; management of process quality; quality and operational results; and 
customer focus and satisfaction. This final category comprises 30% of the total 
points, the weighting of this category provides an indication of the growing 
importance of customer satisfaction. When the Baldrige prizes were given out in 1988 
and 1989, the judges opted to leave the winner’s place for the service industry vacant. 
The first service firms to win the awards were Federal Express and Wallace in 1990, 
and the first hospitality company to win was the Ritz Carlton in 1992 (Hart and 
Bogan, 1992).
Characteristics of Service Quality
The characteristics that distinguish services fi'om goods are their intangibility, 
heterogeneity, and simultaneous production and consumption (Zeithaml, Parasuraman, 
and Berry, 1985). The possibility of customers participating in the service delivery, 
the perishibility of service, different forms of distribution, and the difficulty of assuring 
consistency are characteristics that further contrast the service industry from 
manufacturing (Lovelock, 1992). The service product is a combination of outcome 
and processes, or internal and external quahty (Berry & Parasuraman, 1991). The 
search was on to find a definition for service quality suitable to the characteristics of 
the service sector.
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Definitions of Quality
Quality has been defined by numerous authors in many different ways. Quality 
is zero defects or defections (Reicheld & Sasser, Jr., 1992). Quality is defined by the 
customer (Heskett, Sasser, Jr., & Hart, 1990). Quality is conformance to standards 
(Wyckoff, 1992). Service quality is reliability (Berry & Parasuraman, 1991). Service 
quality is product features, freedom from deficiencies, functional quality, technical, and 
societal (Groruoos, 1983) or ethical quality (Kottler et al., 1996). Composite quality is 
a function of component quality (Reeves & Bednar, 1995). Quality can allow 
companies to charge higher fees (Cottle, 1990). The 1990 international standard for 
service quality defines quality in terms of the way the features satisfy customers needs. 
"The service must correspond to the customer's expectations and satisfy their needs 
and demands (Edvardsson, Thomasson, and Qvretveit, 1994, p. 80)."
Tools to Develop Qualitv Products
To facilitate the production of quality in services, some of the tools used in 
developing quality products in manufacturing were introduced to the service sector; 
flow charting (Lovelock, 1992), blueprinting (Kingman-Brundage, 1992; and 
S ho stack 1989), pareto analysis & fishbone analysis (Wyckoff, 1992), and 
unconditional guarantees (Heskett et al., 1990). Product design, or in the case of 
services, service deliveiy design, received considerable attention (Davidow & Uttal, 
1989). Customer value maps were used to identify what the competition was doing 
and where opportunities were available for creating value (Gale, 1994). Value was
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defined not only in monetary terms but included psychological, emotional, and time 
factors. A direct flight would offer value to the customer over an indirect flight 
(Kottler et al., 1996). The just in time production concept translated to managing 
capacity and demand in services (Lovelock, 1992; Armistead & Clark, 1994). Product 
standards became performance standards that were measurable, achievable, relevant to 
customers, and controllable (Whitely, 1991).
Quality Comparisons Worldwide
A survey conducted by INSEAD (a European business school), Boston 
University, and Waseda University in Tokyo, of manufacturing companies in Europe, 
the United States, and Japan indicates that American companies are doing a good job 
of combining goods and services ("The triumph," Qctober 29, 1994). Lovelock 
(1992) recognizes the transformation of manufacturing from companies geared to 
production to organizations where service centers have become essential components 
of the business. While Japan concentrates on reducing costs and using new technology 
to gain an advantage over its Asian competitors, manufacturers in Europe and America 
seem to be taking more of a human resource approach to business by combining 
manufacturing with service functions where quality, service, and reliability receive 
primary attention.
Customer Contact Employees
Contact employees receive considerable mention in the application of a quality 
philosophy to services (Armistead & Clark 1994; Cottle, 1990; Heskett et al., 1990;
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Schneider & Schechter, 1992). While line employees and their participation in quality 
circles are the foundation of quality programs in the production of goods, the front line 
employee may be the customer's only contact with a complex service delivery system 
and essentially becomes inseparable from the service product delivered.
One method used to develop service orientation and interest in customers 
among employees is internal marketing, that is using some of the same marketing 
concepts applied to the outside market on employees. Two important components of 
an internal marketing program are attitude and communications management. The end 
result is to create a service culture among employees as well as to attract and retain 
employees most suitable to the role they will play in the service delivery system. 
Gronroos ( 1990) views internal marketing as a necessary antecedent to external 
marketing as do Berry & Parasuraman (1991) and Edvardsson et al. (1994). By 
treating employees as customers during the various relationship stages (attract, 
develop, motivate, and retain) employees will be better disposed to market the 
company to the customers.
In a study to find out how employees learn about quality, Brownell & Jameson 
(1996) found that employees viewed general managers as the persons who talked the 
most about quality in their companies. When asked how they learned about service 
quality, employees indicated that they learned by observing other employees and 
supervisors. The results showed the importance of nonformal methods for employees 
to learn about quality as opposed to more formal approaches such as training 
programs. The authors also compared employees’ definitions of quality to the
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organization’s definitions by using content analysis. The correlations were very strong 
between the two groups.
The importance of employees in direct contact with customers is 
unquestionable, but for quality service to be delivered other employees are needed 
who are often hidden from view in the total production of the service. A team 
philosophy is very much a part of quality management both in the production of 
services as it is in the manufacturing sector. By reducing employee turnover, the cost 
of producing quality service will be lower. New employees require training and 
orientation and lack relationship contact with repeat customers.
Costs of Quality
Heskett et al. (1990) break down the cost of poor quality into internal and 
external components. Internal costs refer to having to redo something, facility 
downtime, loss of morale which in turn brings on high employee turnover and a lower 
level of employee marketing. Externally, poor quality results in a loss of repeat 
business as well as the expense of having to use the guarantee system. The customer 
will also perceive additional expenses either monetary or non-monetary. The proactive 
approach is to avoid delivering poor quality by carefully assessing and inspecting the 
quality being produced, reducing the probability of poor quality through well-defined 
human resource programs, using new technology, developing reliable policies and 
procedures, giving attention to the service delivery design, and by instilling a positive 
attitude towards service recovery in the organization.
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Cottle (1990) acknowledges the perceived risk in purchasing services since the 
customer is unable to test the product without purchasing it. Referrals from others 
who have experienced the services of a company are therefore used as a basis for the 
decision making process. Travel books rating hotels and restaurants are examples of 
this phenomenon.
Luchars & Hinkin (1996) use service quality audits to assess the true cost of 
poor quality. The cost is calculated as a combination of recovery costs plus 
opportunity lost cost. An analysis of individual errors shows the monetary importance 
of mistakes, a small mistake repeated many times may be more costly than a larger 
error that occurs infrequently.
One fallacy associated with quality is that it costs more to produce higher 
quality. The costs of providing superior quality are not necessarily higher and a 
cost/benefit analysis is necessary to determine the increased profit potential from 
superior quality.
Benefits of Qualitv
Higher prices.
The work of Buzzel and Gale (1987) shows that the most profitable firms are 
those delivering superior quality and charging higher prices. Companies ranked by 
quality in the top third outeam the middle third by three-to-two and the bottom third 
by two-to-one.
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If quality is determined by the sum of the numerous experiences, any 
dissatisfaction with a single attribute of the service delivered may have a negative 
impact on the quality of the overall experience (Pizam, 1978). Here the importance 
consumers give to the particular attribute is a determining factor in their satisfaction. 
For certain travelers, the loss of a suitcase, even for a short period, will start the trip 
off badly or even spoil the whole travel experience. The way the airline deals with the 
lost luggage may be the critical factor in recapturing a dissatisfied traveler and saving 
the trip for this person. Thus, service recovery is intricately linked to customer 
satisfaction and offers opportunities for gaining customer loyalty if the complaint is 
satisfactorily resolved (Hart et al., 1990). A five percent increase in repeat visitors can 
boost profits between 25-85% (the number varies according to the industry). Reicheld 
& Sasser, Jr. (1992) state that this is accomplished through lower customer acquisition 
costs, reduced operating costs for repeat customers, profits fi'om referrals, profits from 
price premiums, and profits from increased purchases from repeat customers.
Repeat visitors and service recovery.
Parasuraman, Zeithaml, & Berry (1988) discovered that the most important 
service quality is reliability. A breakdown of service delivery results in the customer's 
perception of the company as unreliable. Research indicates that complaints offer the 
opportunity to develop customer loyalty. Peters (cited in Cottle, 1990) found that up 
to 82-95% of customers complaining can be won back if the complaint is resolved 
quickly.
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British Airway's (BA) experienced that 87% of customers with problems did 
not contact the airline (Weiser, 1995). The airline proceeded to establish 'listening 
posts' which consisted of pre-stamped post cards, focus groups, and 'Fly-with-Me' 
programs which matched a customer relations expert with a customer on a BA flight. 
The result of their efforts has been an 80% retention rate of customers with complaints 
and a 200% increase in referrals.
Hart et al. (1990) stresses the importance of front line employees in dealing 
with service failures. Employees will need to be empowered and trained in order to 
respond quickly to customer complaints. Training can result in proactive thinking by 
employees which might mitigate certain awkward situations such as a flight delay 
which has a high probability of resulting in a complaint scenario.
Because of a Hawthorne effect related to complaints, they can be used to gain 
even greater customer loyalty. "A customer who has never had a complaint or who has 
never been involved in a customer service complaint situation with a company is not as 
loyal as a customer who has had such an experience and has been satisfied with a 
company's handling of it (Tschohl, 1991, p. 238)."
There is a general consensus by the authors mentioned in this section as to how 
to deal with customer complaints. The keys to successful service recovery are:
* Listen to customers
* Make complaining easy
* Act fast
* Empower and train employees to deal with complaints
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
39
* Be proactive
* Use the phone
* Tell customers what is being done
* Take action to prevent reoccurrence
Retaining customers is often ignored by companies engaged in expensive 
promotional campaigns to attract new customers. Berry & Parasuraman (1991) 
recommend adapting marketing to the depth of the relationship with the customer: 
level one marketing aims at attracting customers, level two at establishing social 
bonds and relationships with clients, level three creates structural bonds that make it 
expensive for clients to switch to a competitor. A secondary outcome of building 
repeat business is the potential of increasing positive word-of-mouth communication 
about the company.
Word-of-mouth.
Companies have traditionally looked at the phenomenon of word-of-mouth as 
something difficult to monitor and outside their direct control. Haywood (1989) 
discusses ways to learn what is being said as well as managing this verbal 
communication. Word-of-mouth management begins internally be getting 
shareholders, management, and employees to 'sell' the company.
Services are more susceptible to word-of-mouth communication due to the 
greater perceived risk involved in the service transaction. Services normally cannot be 
evaluated until after they have been consumed (Cottle, 1990). Comparative shopping
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becomes difficult with the opinion of a former consumer impacting the decision 
process.
Promotional tools can be used to bolster positive word of mouth, especially 
when celebrities are used in campaigns. One hotel encouraged positive word-of-mouth 
by providing expertise in the form of a free convention problem-solving list for 
meeting planners (Haywood, 1989). Launching a new product in the market or 
obtaining funding may require a carefully planned word-of-mouth campaign to 
accompany the media one. Haywood confirms the vital role of contact employees in 
this respect and advocates specific training to improve employees' communication 
skills.
While positive word-of-mouth often receives attention, the impact of negative 
word-of-mouth is overlooked. Research shows that while a satisfied customer may tell 
six others about the experience, a dissatisfied customer will tell eleven people (Hart et 
al., 1990).
Retail operations and products with the company's logo imprinted on them 
become another valuable method of encouraging verbal communication. Purchasers 
and/or users of the product may become verbal representatives when questioned about 
the brand name.
Distinctions between Satisfaction and Quality
Quality evaluations are not made solely on the outcome of a service, they also 
involve evaluations of the process of service delivery (Parasuraman, Zeithaml, and
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Berry, 1985). Chase and Bowen (1991) offer an integrated systems measurement of 28 
items covering marketing, operations, strategy, and quality factors important to 
customers, as a tool for determining the quality of a service delivery system, 
lacobucci, Grayson, & Ostrom (1994) speak of consumers' evaluations of services 
encompassing both satisfaction and quality measurements.
Chon, Christianson, & Lee (1994) refer to four potential congruity outcomes 
from the evaluation of expectations with outcomes; positive incongruity, positive 
congruity, negative congruity, or negative incongruity. This theory expands the two 
possibilities from negative and positive disconfirmation to four situations.
Carman (1990) and Parasuraman et al. (1988) view quality in global terms 
while they relate satisfaction to a particular transaction. Bitner & Hubbert (1994) 
undertook a study to see if consumers distinguished among the three constructs of: 
service encounter satisfaction, overall service satisfaction, and service quality. The 
results indicated very high correlations among the three concepts, especially between 
overall service satisfaction and service quality. Attempts to use two-factor and one- 
factor solutions were not acceptable and were subsequently rejected. The authors' 
conclusion was that the constructs are distinct but quite similar conceptually. For 
Bitner & Hubbert, SERVQUAL may be a good predictor of service quality, but not 
the exclusive deciding factor.
The relationship among service encounter satisfaction, overall service 
satisfaction, and service quality is displayed in Figure 2. The center of the figure is 
comprised of satisfaction with the individual service encounters (e.g. hotel front desk).
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The middle box refers to the overall service satisfaction which is 'the consumer's
dis/satisfaction with the organization based on all encounters and experiences with that
particular organization (Bitner & Hubbert, 1994, p.76)." Service quality is a higher
order construct separated by the dotted line box in figure 2 and denotes "the
consumer's overall impression of the relative inferiority/superiority of the organization
and its services (Bitner & Hubbert, 1994, p. 77)."
Figure 2. Encounter satisfaction, overall satisfaction, 
and service quality
Service
Quality
Overall
Satisfaction
Satisfaction 
with Individual 
Service 
Encounters
This construct takes into account all previous knowledge of a destination or company 
due to advertising, personal referrals, or news items. In cases where a consumer's only 
contact with the destination or company is based on experience, overall satisfaction 
may be the same as service quality.
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Disconfinnation Theory
Oliver (1993) uses disconfirmation theory to describe the gap between 
expectations and perceptions. A positive disconfinnation occurs when perceptions are 
higher than expectations, negative disconfinnation when the opposite occurs. 
Satisfaction has been correlated to positive disconfinnation. The author also linked 
satisfaction and future perceptions of quality. Rust, Zahorik, & Keiningham (1994) 
also related disconfinnation to the prediction of satisfaction.
According to Edvardsson et al. (1994), expectations are formed by the image 
of the company, advertising, past buying experiences, the opinions of fnends and 
associates, competitor information and promises, and price. The service experience is 
viewed as a series of transactions with the overall perception of the quality of the 
experience determined by three factors: expectations, perceptions, and the importance 
of various attributes (Carman, 1990) This author expresses quality mathematically as 
the sum of the difference between perceptions and expectations for individual 
attributes multiplied by the importance of the attributes: Q = Zh (P; - E J. The 
influence of competition on determining the level of service quality necessary to 
produce satisfied customers may result in even higher, or total quality levels becoming 
necessary (Jones & Sasser, 1995).
Expectations. Perceptions, and Zone of Tolerance
Berry & Parasuraman (1991) further break down expectations into predictions 
(what the customers think will happen) and desire (what the customers want to
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happen). These two expectations are separated by a 'zone of tolerance' with desired 
service at the top and prediction at the bottom. Service in the zone of tolerance is 
considered satisfactory but not good enough to impress the customers. An element of 
surprise in the service experience, if valued by the customer, takes the service 
delivered beyond the customers expectations.
Cadotte and Turgeon (1988) classify four performance situations in relation to 
complaints and compliments. Performance criticais have the narrowest tolerance and 
performance neutrals the widest. Performance dissatisfiers and satisfiers have similar 
zones of tolerance although the absence of each will not likely cause dissatisfaction (in 
the case of satisfiers) or compliments (in the case of exceeding expectations for 
performance dissatisfiers).
According to Heskett et al. (1990), exceeding customer expectations may 
require setting newer, even higher standards. The importance of the service attribute 
and the value the customer gives to the attribute also determines the service levels 
desired, tolerated, or perceived as just adequate. By managing customer expectations 
through communication, research, service delivery, and service recovery, companies 
will be in a better position to reach the desired expectation level.
Measuring Oualitv in Service Industries
Heskett et al. (1990) recognize the difficulty- in measuring service quality due 
to its intangibility, shortage of evidence of errors, time and money needed to set up a
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system to measure quality, measurements' compatibility with organizational culture, 
and the difficulty of including quality measurement in traditional accounting systems.
The National Quality Research Center of the School of Business at the 
University o f Michigan in Ann Arbor has designed a customer satisfaction index based 
on an econometric model with a scale of 0 (lowest) to 100 (highest). The results were 
obtained from speaking to approximately 50,000 households by telephone or about 
250 interviews per company participating. The seven industry sectors covered by the 
index include transportation and services (Brecka, 1994). The index design is based on 
its Swedish counterpart called the Swedish Customer Satisfaction Barometer. The 
Swedish index not only looks at the level of satisfaction but ties in loyalty to customer 
satisfaction as well as profits. The Swedish index also links satisfaction with quality 
(Fomell, 1992).
The lack of a well-designed instrument for measuring service quality prompted 
Parasuraman, Zeithaml, and Berry (1988) to develop the SERVQUAL model using a 
five item scale. This scale, also referred to as the RATER scale, covers the key areas 
consumers use to assess quality; Reliability, Assurance, Tangibles, Empathy, and 
Responsiveness. According to their research, the most important characteristic for the 
customer is reliability, or concern for the service outcome. The other four 
characteristics are much more related to the service process (Berry & Parasuraman, 
1991). Finding out if customers wants and needs are being met is economically 
important because poor quality can cost approximately 40% of gross sales in service 
firms (Peters, 1982).
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Quality and Customer Satisfaction in the Hospitality Industry
The Travel Experience
The travel experience is a multi-stage model which begins with the destination 
decision process and ends with the post-experience memories and evaluation (Ritchie, 
1994). Market research regarding the travel experience has concentrated on the front- 
end of the experience, or the preconsumption phase (figure 3).
The emphasis has been on finding out what contributes to traveler destination 
choice (Woodside & Lysonki, 1989 and Kent, 1991), tourism destination image 
management (Chon, 1991; Ashworth, 1991; and Ritchie, 1994), as well as perceptions 
of travelers as influenced by advertising campaigns (Siegel & Ziff-Levine, 1994). 
Product analysis and marketing tools have been applied to the travel experience 
(Middleton, 1988). New ways of segmenting the travel market have been devised to 
allow for the tailoring of marketing activities (Shoemaker, 1994). Statistical 
information on travelers is constantly being collected on the country, state, and city 
levels. Jefferson and Lickorish (1988) contrast the difficult nature of qualitative 
research in travel and tourism compared to the quantitative.
Ryan (1991) and Hodgson (1991) are concerned with the narrow approach 
marketing in tourism has taken. Advertising and promotional concerns have taken 
precedence over other areas and market research has been neglected, especially in 
product development. Instead of just recording data, market research of past and 
present events should be used to plan for the future (Hodgson, 1991). According to
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Ryan (1991), image creation from marketing must be in line with the reality of the 
destination or else the quality of the travel experience is impacted by disappointed 
travelers.
Figure 3. Travel experience
* Information Sources
Preconsumption
* Travel Agency
* Flight
* Airport
Joining
* Hotel stay
* Restaurants
Consumption
* Entertainment
* Activities
Detachment
* Car rental return and/or transfer to airport
* Airport
* Return flight
adapted from Service Management and Marketing. Managing the 
Moments of Truth in Service Competition, by Christian Gronroos, 
1990, p. 205.
Focus of the Study
This study proposes to look at the back-end of the travel experience, that is 
visitors’ perceptions of trip quality and satisfaction while in the departing or 
detachment stage of the travel experience. The literature on measuring quality and 
customer satisfaction in the hospitality field illustrates the segmentation of
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measurement into the various key components of the travel experience: NTO's, travel 
agents, airlines, hotels, restaurants, and repeat business. Limited research has been 
carried out to link the individual components of the travel experience to satisfaction 
with the total experience.
National Tourism Offices
Braunlich, Morrison, & Feng (1995) look at the quality of service at NTO's. 
For some visitors, the travel experience begins by contacting a national tourist office 
for information. An image of the destination may be related to the way the inquiry is 
treated. But NTO's are not only used by individual travelers, many travel agents rely 
on NTO's as a source of information for their clients.
The results of the study (Braunlich et al., 1995) showed deficiencies, in some 
cases severe, in response time to general requests as well as to direct response 
advertising requests. NTO staff received low ratings for professionalism, telephone 
answering skills, and completeness of information sent.
Travel Agencies
Service quality in travel agencies was studied by LeBlanc (1992) using 
Parasuraman, Zeithaml, & Berry's (1988) original 10 determinants of service quality. 
The results indicate that the significant variables, used as independent variables to the 
dependent variable overall satisfaction, were: corporate image, competitiveness, 
courtesy, responsiveness, accessibility, and competence. Corporate image was the 
number one ranked variable by far with a Beta of 0.65 at a significance p < 001.
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compared to the second Beta of 0.23 for competitiveness at the same level of 
significance. Factors such as physical evidence, timeliness, and confidentiality were 
considered insignificant in the LeBlanc study. The next stage in the travel experience is 
the flight to the destination.
Airline Industry
Research on service quality in the commercial airline industry has been 
undertaken by Fick & Ritchie (1991) and Ostrowski, O'Brien, & Gordon (1993,
1994). Other authors (Witt & Muhlemann, 1995) note that airlines are not doing a 
good job at identifying the needs of its market segments and providing the valued 
service.
The SERVQUAL instrument was used by Fick & Ritchie (1991) to compare 
quality of service in two different airlines. They found that expectations were similar 
for the two competing airlines, but perceptions were not. One airline clearly out- 
scored the second in four of the five SERVQUAL categories and in overall 
performance.
Ostrowski et al. (1993, 1994) measure airline service quality in terms of the 
passengers' willingness to use the same airline again. In comparing the sixteen service 
quality evaluation categories for two different carriers, the results indicate a positive 
relationship between perceived levels of service quality and customer loyalty to the 
superior quality carrier. Customers were also asked to comment on the price/value 
relationship. Travelers were more likely to repeat travel on the higher priced/higher
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quality carrier than the lower priced/lower quality airline. A regression analysis of the 
significant attributes for carrier A showed that 93.8% of customers willing to travel 
with this carrier were correctly classified. A similar regression for Carrier B was better 
able to predict the number of customers not likely to repeat. The impact of negative 
experiences on a single flight was concluded to be significant for Carrier B while 
positive experiences on a single flight reinforced customers willingness to fly with 
airline A again.
In general terms, service quality in the airlines received low ratings (Ostrowski 
et al., 1994) with 50% of the quality variables receiving below 3.0 on a four point 
scale. The highest score went to reservations service (3.52), although this service may 
not necessarily be provided by the airline itself but rather by travel agencies. Attributes 
relating to airline employees received six of the seven highest ratings. The lowest 
ratings pertained to the tangibles; personal space, arm and shoulder room, seating 
comfort, food quality, and amount of food served. Differences existed in service 
quality evaluations between non-business and business class passengers. Schedule 
convenience was the most important attribute for business class passengers, while non­
business travelers were more cost conscious. The results from this empirical research 
indicate that business class passengers are more critical of service quality than non­
business travelers.
Jones & Sasser, Jr. (1995) conclude that frequent flyer programs often 
compensate for lower quality service if brand loyalty is measured. These authors 
forewarn airlines of the dangers of over-relying on an artificially created loyalty,
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especially since any new competition can easily capture customers. At times of 
growing competition, merely satisfying the customer may not be enough to retain them 
(Cadotte & Turgeon, 1988).
According to British Airway's (BA) Chairman, Sir Colin Marshall (Prokesch,
1995) price cutting is not the only way to compete in the airline industry. BA has 
found that some customers, even economy travelers, are willing to pay approximately 
a five percent premium for superior service. One of the keywords Sir Colin uses in 
describing BA's service delivery is providing 'seamless service' in order to make the 
stages involved in air travel easier. BA's customer satisfaction program includes 
measuring both internal performance as well as BA's performance vis-à-vis the 
competition. In 1983, BA started a marketplace performance unit of ten persons to 
track 350 measures of performance. Customers provide input on the standards they 
expect and the attributes that create value for them. As a result, while management 
concentrated on decreasing the time customers spent in the check-in line, customers 
were more concerned with the length of the line. Another discovery from customer 
focus groups was that long-haul travelers wanted a comfortable place to recover fi’om 
the trip upon arrival at the airport, especially if hotel rooms were unavailable until later 
in the day and the flight arrived early in the morning. This has led to the opening of 
arrival lounges with facilities for guests to fi'eshen up before heading into cities such as 
London, Birmingham, Glasgow, or Manchester.
One area where airlines appear to have problems maintaining consistency of 
service is when alliances or feeder aircraft are used for transfers from major hubs. In
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some cases the international carrier's reservations agent can provide flights to major 
cities but refers passengers directly to the allianced airline for connecting flight 
information. The traveler who wants to purchase a through-ticket may only want to 
use the services of an airline that can offer a complete ticket. When international 
passengers arrive to the port of entry, they are transferred to often lower quality feeder 
or alliance airlines for the final leg of their journey. After a long transatlantic flight, the 
lack of comforts of the feeder airlines ends the journey on a down note. The travel 
experience continues with the transfer fi-om the airport to the hotel.
Lodging Experience
Fick & Ritchie (1991) and Getty & Thompson (1994) used the SERVQUAL 
model to measure customer satisfaction with the lodging experience. While Fick & 
Ritchie used the five category SERVQUAL rater-scale, Getty determined a specific 
LOGQUAL scale by generating a sample of factors relevant to the lodging experience. 
The methodological process in developing LODGQUAL consisted of an initial data 
collection, a purifying of the 68 items divided into five RATER categories, second 
data collection with 28 items divided into three categories, determining the reliability 
of the scale, and finally assessing the scale's validity. Overall quality (QUALALL) was 
evaluated by a single question using a 7-point scale. Regression analysis of QUALALL 
on LODGUAL resulted in a R  ^of .454 (F=169.55, p=.0000).
Getty's results established three key categories: contact (a new category based 
on a composite of responsiveness, assurance, and empathy), tangibility, and reliability.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
53
Three questions were also asked to obtain an additional measure of overall 
satisfaction: "(1) Would you recommend the property to a friend?; (2) Did you 
experience a problem during your stay?; and (3) If yes, was it handled satisfactorily? 
(Getty, 1994, p.87)." Using a six-point scale (six combinations possible), answers to 
these three questions were crosstabulated with good correspondence to the 
LODGQUAL results. Getty also mentions the importance of interpreting results from 
a 7-point scale by using the mean score as an indicator of moderate value even if it is 
at the higher end of the scale.
The results from Fick & Ritchie's (1991) research indicated the two most 
important expectations in terms of lodging were reliability and assurance, whereas the 
corresponding highest perception scores were for tangibles and assurance.
Expectations exceeded perceptions in all five SERVQUAL RATER categories, 
indicating dissatisfaction with the overall experience.
Knutson, Stevens, Patton, and Thompson (1992) developed a 26-item survey 
instrument also called LODGQUAL to measure service quality in lodging 
establishments. Their LODGQUAL instrument looked at three distinct lodging market 
segments: economy, mid-price, and luxury hotels. The RATER scale was used as the 
basis for the questions and 201 telephone interviews were conducted. Reliability was 
the number one ranked service quality attribute with assurance following second. The 
mean scores were the highest for luxury properties and the lowest for economy 
lodging in all RATER categories. The greatest variance in the scores were for
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Responsiveness, Tangibles, and Empathy, with economy properties receiving .57, .82, 
.66 lower scores than their luxury counterparts.
A research project by Saleh and Ryan (1992) also measured customer 
satisfaction at hotels using the SERVQUAL model and the RATER scale. In this study 
both management and guests were surveyed regarding expectations and service 
perceptions, and a gap model was used to compare management and guests' 
expectations and perceptions of service delivery. Guests rated tangibles the highest. 
Management tended to overestimate guests' expectations, however, management and 
guests had similar perceptions of service delivered. A factor analysis of the 33 items in 
the survey showed that the following attributes accounted for approximately 63% of 
the variance:
- Trustworthiness (Assurance)
- Being polite (Assurance)
- Showing enthusiasm (Tangibles)
- Being helpful even while busy (Responsiveness)
- Being reassuring (Reliability)
- Possessing good communication skills (Assurance)
The authors grouped these items together and came up with a new factor called 
'conviviality.' The role of contact employees in service delivery is only reinforced by 
the results of this study, even the tangible attribute relates to the employees.
A strategic framework for measuring customer satisfaction at hotels is 
explained by Barsky and Labagh (1992). Two variables, 'expectations met' and
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'attribute importance', are used to calculate customer satisfaction. The attributes used 
in the survey were: location, parking, reception, room, services, f&b, employee 
attitudes, facilities, and price. The results are then plotted on a customer satisfaction 
matrix. The items receiving the highest scores for expectations met and importance 
were employee attitudes, location, and room. Next, the surveys were divided into two 
groups based on the willingness of the customer to return to the hotel. The scores for 
expectations met and importance were recalculated and compared to the original 
results and displayed on a matrix. The largest differences in scores between those 
willing to return and those not willing to return were in the areas of reception, 
facilities, employee attitudes, and services. The matrix showed that attitude and 
reception were the two areas that received the lowest scores but were very important 
to the customer. The matrix was then divided into four quadrants, each quadrant 
receiving a label according to the potential it presented: insignificant strength (high 
expectations met scores, low importance), critical strength (high expectations met 
scores, high importance), risk opportunity (low expectations met scores, high 
importance), and potential threat (low expectations met scores, low importance). The 
negative scores in attitude and reception were located in the risk opportunity quadrant.
A further study by Barsky and Huxley (1992) looked at how non-response bias 
can impact the quality of a customer satisfaction survey. A survey instrument was 
distributed to customers in three ways with the incentive for completing the survey 
increasing for the second and third group. The first group received no incentive and 
was considered to be similar to the normal population responding to customer
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comment cards. The second group received a free beverage, the third group received 
the highest incentive in the form of a gift or a $ 10 discount on the room. The response 
rates varied considerably, with the latter group having a 100% response rate. The 
response rate for the middle group was 29% and the corresponding figure for the no­
incentive group was seven percent. T-tests and F-tests were used and the statistical 
analyses showed the unreliability and inaccurateness of the no-incentive and low- 
incentive groups. The only statistically reliable group was the high-incentive group.
The low-incentive group also had a much higher number of new guests completing the 
comment cards (30% more) then in the other two groups. The attribute receiving the 
lowest rating for the high-incentive group was F&B.
Restaurants
Bojanic & Rosen (1994) used the SERVQUAL instrument to assess the quality 
of service in a chain restaurant by using four of the rater categories and splitting the 
empathy category into two parts; knowing the customer and access. Pre-visit and 
post-visit questionnaires were administered to obtain customers’ expectations and 
perceptions. Once again, a 7-point scale was used and expectations exceeded 
perceptions in all five categories. The largest gap between expectations and 
perceptions was for reliability. The highest perception rankings were obtained in the 
assurance and tangible categories.
Fick & Ritchie's (1991) results on the importance of each of the dimensions in 
the RATER scale for restaurants showed assurance, reliability, and tangibles as the top
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three rankings for expectations and tangibles, assurance, and reliability the highest 
rank-ordered for perceptions (Table 7).
Table 7
Fick & Ritchie Bojanic & Rosen
Expectations
Mean
Perceptions
Mean
Quality
Mean
Expectations
Mean
Perceptions
Mean
Quality-
Mean
Tangibles 6.03 5.69 -0.34 6.17 5.27 -0.90
Reliability 6.18 5.17 -1.01 6.27 4.87 -1.40
Responsiveness 5.47 4.74 -0.75 5.71 4.59 -1.12
Assurance 6.33 5.43 -0.90 6.40 5.27 -0.93
Knowing customer* 5.42 4.91 -0.51 5.33 4.78 -0.53
Access 5.81 4.81 -1.00
Combined Scale 5.91 5.22 -0.69 5.85 4.53 -1.02
* Fick & Ritchie use the empathy category, Bojanic & Rosen split empathy into 
'knowing the customer' and 'access.'
from "Measuring service quality in the travel and tourism industries," by F.R. Fick & 
J.R.B. Ritchie, Fall 1991, Journal of Travel Research, p. 2-9.
Overall Travel Experience
Pizam, Neumann, & Reichel (1978) use a factor-analytic approach to 
determine the key satisfaction characteristics for tourists visiting Cape Cod, 
Massachusetts. A 'halo' effect in measuring satisfaction is mentioned by the authors. 
This refers to the impact that dissatisfaction or satisfaction with one aspect of the 
product may have on satisfaction or dissatisfaction with the overall product. Breaking 
the tourism product down into individual components allows the relationship between 
the parts and the whole to be further examined. Six key factors were identified as the 
most important to tourists visiting Cape Cod: hospitality, eating and drinking facilities, 
accommodation facilities, campground facilities, environment, and the extent of 
commercialization. Very high ratings were given to natural resources with the
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categories of costs, traffic, and level of commercialization receiving the lowest ratings. 
One of the eight factors receiving high scores in the survey was 'hospitality' which 
included the willingness and friendliness of employees and residents towards tourists.
Studies about Contact Employees and Quality in the Hospitality Industry
Ross (1994, 1995) researched the service quality ideals of hospitality 
employees as well as management-employee differences in perceptions of these ideals. 
The first study looked at psychological personality characteristics of employees that 
might be associated with higher quality service delivery in hospitality companies.
Factor analysis showed several service elements with a factor loading above 0.45: 
politeness, calmness, industriousness, fiiendliness, even-temperedness, 
cooperativeness, highly motivated, fast service, honesty, efficiency, genuinity, and a 
good team player. Two personality variables found to be significant using a Krusskal- 
Wallis analysis of variance: high achievement and high accomplishment motivation 
were associated with high and moderately high levels of service ideals. Lower levels of 
the need for achievement and accomplishment were associated with lower service 
quality ideals. A high need for autonomy was associated with low quality ideals, a low 
need for autonomy with higher service quality ideals. Hospitality human resource 
managers would do well to take note of this relationship when hiring employees for 
key contact positions with customers.
The second study (Ross, 1995) regarding hospitality employees attempted to 
discover divergent perceptions of management and employees regarding quality.
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Management ideal's were higher than employees in three quality element areas: Being 
Apologetic, Formal Qualifications, and Practical Experience. Employees ideals were 
higher than management in the areas of Being Understanding, Being Genuine, and 
Being Frank. There was very little difference between management and employee 
perceptions for the quality ideal of Being Calm in a Crisis. The outcome of multiple 
regression analyses showed that the major predictors of the Genuineness ideal were: 
need for achievement, need for autonomy, management motivation, and 
accomplishment motivation. The results illustrate management's misperception of 
factors that motivate employees, quantifiable qualities are more highly regarded by 
management while qualitative characteristics are deemed more important by 
employees.
In Parasuraman's et al. (1985) five-gap analysis of service performance, 
problems between management and employees may be the cause of one of the five 
gaps. Narrowing this gap will result in higher levels of satisfaction and the prospect of 
customers returning.
Customer Retention Studies
Repeat visitors to a destination.
Repeat travelers have received considerable attention in hospitality journals. 
Some authors (Gitelson & Crompton, 1984; Fakeye & Crompton, 1991; Reid & Reid, 
1993) view the subject fi-om the point of view of marketing and promotional 
campaigns.
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A study focusing on repeat visitors to Texas (Gitelson & Crompton, 1984) 
identified five key factors influencing people to return to a destination:
"(i) reduced risk that an unsatisfactory experience would be forthcoming.
(ii) an assurance they would find their kind of people.
(iii) emotional childhood attachment.
(iv) to experience some aspects of the destination which had been 
omitted on a previous occasion.
(v) to expose others to an experience which had previously been satisfying 
to respondents (Gitelson & Crompton, 1984)."
The authors also found that visitors to new sites were looking for variety and new 
cultural experiences. Those visitors seeking relaxation tended to be repeat visitors. 
Non-repeaters were usually younger and were usually not visiting fiiends and relatives.
Fakeye & Crompton (1991) looked at the different image perceptions of non- 
visitors, first-time visitors, and repeat visitors. Their conclusion was that repeat 
visitors require a different type of promotional campaign which allows for the deeper, 
more complex image travelers have developed of a destination. Empirical research of 
the three visitor groups mentioned above showed significant differences in the 
perceptions of non-visitors and visitors. First-time visitors and repeat visitors showed 
less divergence and the authors concluded that the critical image shaping arose during 
the first-time visit in relation to five key factors. These factors were: social 
opportunities & attractions; natural & cultural amenities; accommodations & 
transportation; infi-astructure, foods, & fiiendly people; and bars & evening
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entertainment. Advertising should be geared towards reminding visitors of aspects of 
their stay rather than providing information or persuading the nonvistors or first-time 
visitors respectively.
A three tier communication package critical to retaining customers is presented 
by Reid & Reid (1993): external, internal, and informal. The first category refers to 
promotional activities, the second to employee-customer contact, and the third to 
word-of-mouth communications. The advantages of focusing attention on repeat 
visitors are also mentioned: an increase in revenue and a decrease in costs related to 
attracting new visitors, regular buying patterns of repeat visitors can make scheduling 
and planning tasks easier, the use of the existing database to target repeat visitors 
makes it easier to gauge the success of direct promotion, and repeat visitors provide 
valuable marketing services by referrals and positive word-of-mouth.
Reid 8c Reid (1993) agree with Fakeye & Crompton's recommendation for the 
design of a specific promotional campaign aimed at repeat visitors. They also discuss 
the importance of on-site communication and the role of contact employees in 
delivering a more tailored service to repeat customers.
The subject of repeat visitors to the island of Mallorca in Spain has been 
studied by Gyte & Phelps (1989) and Ryan (1995). In the former study, 387 British 
tourists to the island were interviewed. It was found that 55% were repeat visitors. Of 
these repeat visitors, 49% were visiting the same resort location. The study determined 
the overall intention of visitors to return to Mallorca as well as two distinct locations 
on the island. Of the visitors surveyed, 77% said they intended to return. The figures
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for the two locations showed statistically significant differences. The results indicated 
that the intention to return was influenced the most by whether there had been a 
previous visit to the island and if the visitor was staying at his/her first destination 
choice.
Ryan (1995) interviewed in depth a small sample of 59 British tourists over the 
age of 50 on the island of Mallorca. Of the total, one-third had not visited the island in 
the last five years, a third had visited the island once or twice in the last five years, and 
a third had visited the island more than twice in the last five years. The strong loyalty 
for Mallorca was explained by categorizing responses into two groups: geographical 
diversity and quality. But there were many perceptions of quality. In some cases 
quality referred to a particular characteristic of the island such as the quality of light or 
the firiendliness of the people. The main reason for visiting the island was to get away 
from the British winter. The fact that certain hotels had brought in more national 
visitors in the over-50 age bracket and seemed to be catering to their needs produced 
irritation of approximately 25% of British visitors interviewed.
Repeat visitors to lodging establishments.
Richard & Sundaram (1994) identified specific service quality characteristics of repeat 
visitors to lodging establishments as a result of the experiences with the service 
process and the service outcome. Six service dimensions, reception, accommodations, 
departure, food, building, and bathroom were used to identify the important choice 
variables for repeat customers. Service quality was rated on a 10-point scale
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measuring the difference between expectations and perceptions in the same question " 
Greatly Falls Short of Expectations (0)" and Greatly Exceeds Expectations (9) (p. 
750)." The intention of the customer to stay at the property again was also measured 
on a 10-point scale with "Definitely would not return (0)" and "Definitely would return 
(9) (Richard & Sundaram, 1994)." Regression analysis was used to determine the 
significance of six variables on repeat choice. With an R2 of .81 and a cross validity 
correlation coeflBcient of 0.7327, four variables were found to be significant at the 
0.05 level. These variables were: reception, accommodations, building, and bathroom.
Research on fi-equent-stayer programs (Rivers, Toh, & Alaoui, 1991; and 
McCleary & Weaver, 1992) determined demographic, behavioral, and attitudinal 
differences between program members and nonmembers. Rivers et al. (1991) used the 
characteristics of frequent fliers to develop three hypotheses regarding fi’equent- 
stayers. The first hypothesis shown to be valid was that fi-equent stayers are largely 
older males, 87% for members compared to 74% for nonmembers. The second 
hypothesis was also partly confirmed. Frequent stayers were largely business travels 
(93%), spent 39 nights a year in hotels, and a higher percentage (45%) make their own 
travel arrangements than nonmembers (31%). The only discrepancy between frequent 
fliers and stayers was the fact that frequent stayers usually made longer trips while 
frequent flier members traveled shorter distances than nonmembers. Locational 
convenience, overall service, and room readiness were considered the most important 
characteristics of a hotel both by frequent stayers and nonmembers. Frequent stayers 
viewed concentration of membership in one program offered the best redemption
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value. Hypothesis 3 was partly rejected because there was no evidence of unethical 
behavior in frequent stayers in allowing membership in a program to dictate their 
lodging choice since other factors took precedence.
According to Rivers et al., frequent stayer programs appeared to offer lower 
discount value than airlines (5-10% compared to 20-25%). Linking frequent stayer 
programs to frequent flier programs was one method of increasing value for the 
customer (54% of frequent stayers were also members of frequent flier programs).
McCleary & Weaver (1992) also compared frequent stayers to business 
travelers who were not members of any program. The factors related to the hotel stay 
that were rated of greater importance by frequent stayers than nonmembers were: 
hotel services, business services, personal services, free services, and airline/hotel 
reward programs. In terms of facilities used by guests, frequent stayers ranked: fax 
machine, valet service, concierge service, suite rooms, in-room check-out, and non­
smoking rooms higher than nonmembers. The higher evaluations reflect a higher 
demand for services for frequent stayers. In terms of brand loyalty, the results showed 
that frequent stayers were more loyal and generally willing to pay more for a room 
than nonmembers. Also, frequent stayers brought there family along more often than 
nonmembers. The potential economic value of frequent stayers through a 
predisposition for higher room rates and increased business through family stays is 
clear. Word-of-mouth communication is a consequence of the service experience and 
efforts towards managing this informal communication can be highly beneficial to a 
destination or individual service company.
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Why Measure the Overall Quality of the Travel Experience?
Measuring quality in the travel experience is a complex task. The multi­
disciplinary nature and intangibility of the travel product further complicate the 
process. In understanding the complexity of measurement, the distinction between 
satisfaction and overall quality is critical. The relationship between the two constructs 
indicates that overall quality measurements include personal impressions, the influence 
of word-of-mouth, and/or media impact as well as satisfaction with one or more 
encounters with the product.
One tool widely used to measure quality is the SERVQUAL instrument. The 
development and application of this instrument for the hospitality and tourism industry 
is accomplished through factor analysis in order to determine the attributes critical to 
measuring quality in different industries.
A measurement tool used in the hotel industry is the room evaluation card 
which may include three essential components of quality; importance and the 
difference between perceptions and expectations. The relationship between 
importance, expectations, and perceptions provides valuable information regarding 
quality.
A thorough understanding of quality requires comprehending the link between 
quality and service recovery, quality and word-of-mouth communication, and quality 
and willingness to return. Prior research in these areas suggest that high quality results 
in greater customer retention, positive word-of-mouth, and an increased willingness to 
return. This research explores these links in the context of the travel experience.
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Each service industry involved in the travel experience of international travelers 
may have their own system of measuring quality. Language differences as well as time 
restrictions may force international travelers to forgo the use of the traditional 
complaint system established by these companies. International visitors may have 
complaints relevant to their travel experience but not know to whom these complaints 
should be directed.
Governmental entities such as the LVCVA can act as the responsible entity for 
collecting and disseminating the feedback of international visitors. The use of a central 
organization responsible for monitoring the quality of the travel experience and the 
satisfaction of international visitors will allow for information from individual 
attributes to be linked to the overall travel experience.
Chapter three deals with the methodology of the quality measurement 
instrument that is used in this study. Information gained from a review of past 
empirical research on measuring quality in the hospitality industry is applied towards 
the formulation of a model applicable to the overall travel experience of overseas 
visitors.
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CHAPTER THREE 
Methodology 
Introduction
This chapter explains the design of the survey instrument, its administration, 
and the statistical analysis that will be applied to the data collected. The methodology 
used in this study has been devised from earlier empirical research in measuring quality 
reviewed in chapter two and examples of questionnaires administered to international 
visitors to Israel in 1993/94, London in 1994 , Britain in 1994, and the United States 
in 1993, and Las Vegas in 1995. The LVCVA's visitor profile survey of all visitors to 
Las Vegas in 1994 was also used as an example of questionnaire design.
The Sample
The survey instrument was administered to visitors departing on a direct 
charter flight from the charter terminal of Las Vegas’ McCarran International Airport. 
The flight is a weekly direct charter flight to and from Germany, departing every 
Monday at approximately 1 ; 15 p.m. Visitors were surveyed after their stay in Las 
Vegas. They were asked to complete a self-administered questionnaire while they were 
waiting at the departure gate. Due to the technical and monetary difficulties involved 
in surveying a random sample of international visitors to Las Vegas, the survey target 
group in this research is a convenience sample.
67
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If the sample size was not a convenience sample, it would be determined by 
taking the 1995 total of Condor passengers to Las Vegas (9,140) and using the Krejcie 
and Morgan table (Sekaran, 1992). A representative sample size would be 368.
The Questionnaire
The survey instrument was administered to visitors departing on a direct 
charter flight from the charter terminal of Las Vegas’ McCarran International Airport. 
Chadwick (1994) describes the characteristics of a trip as: purpose of travel, mode of 
transport, overnight accommodation, and activities engaged in by the traveler. For 
National Tourist Organizations (Taylor, 1994), research on the travel product should 
cover six basic sectors: transportation; accommodation; food and beverage; recreation, 
entertainment, sports, and cultural facilities; tourism-related retail trade; and scenic 
areas, parks, and historic attractions.
Taylor's six sectors were modified in this study to take into consideration 
certain aspects of the travel experience prior to arrival such as information sources and 
travel agencies. Also, transportation for the international traveler includes the arrival 
and departure processes at the airport with custom's and passport clearance. A special 
characteristic of Las Vegas as a destination was classified as an element of the travel 
experience due to the importance and affluence of entertainment at the hotels and 
casinos. Lastly, this study included the retail aspect of travel in the activities category. 
Flowcharting the processes involved in international travel provides a visualization of 
the eight components used in this study (figure 4).
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Prior research on measuring quality/satisfaction in five of these areas was 
discussed in chapter two (information sources, travel agencies, airlines, lodging, and 
foodservice establishments) and the articles were used to formulate the questions 
regarding these subjects. Questions on airports, entertainment, and activities were 
formulated by using the surveys of international visitors in other countries as well as 
the author's own travel experience. The questionnaire was preceded by a cover letter 
explaining the purpose and importance of the survey (English version in Appendix A). 
The final questionnaire in English is found in Appendix B.
Figure 4. Elements of the 
travel experience_______
Information Sources
Travel Agency
Flight
Airport
i
Lodging
Foodservice
Entertainment
i
Activities
OVERALL TRAVEL 
EXPERIENCE
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
70
Questionnaire design.
The survey consisted of three main parts. The first section covered questions 
about the behavior and activities of German charter visitors during their stay in Las 
Vegas. The second section was comprised of questions regarding the quality of the 
eight components of the travel experience. Each of these components had questions 
covering the main attributes for determining quality. Visitors were asked to rate the 
importance of the attribute on a seven-point scale. Importance questions were 
anchored with 'not important' and 'very important.' Visitors were also requested to 
rank the quality of each attribute on the basis of a seven-point scale with anchors 
'below expectations' and 'above expectations ' A question was asked about the quality 
and importance of the specific component of the travel experience. The product of the 
ratings for expectations met and importance provided a quality rating.
Questions one, two, five and/or six appeared in some form on the Las Vegas 
Visitor Profile Survey, Las Vegas International Visitor Survey, the British Tourist 
Authority (BTA) Overseas Visitor Survey of 1994, the Israeli Institute of 
Transportation Planning and Research (International) Ltd. 1993/94 Survey, and the 
USTTA In-Flight Survey. The question regarding the choice of airline was formulated 
from the USTTA In-Flight Survey (1993). The question regarding type of travel 
arrangements (Question 5) was asked in all of the surveys except the LVCVA 
International Survey. The question regarding the amount of time spent in casinos 
(Question 11) was asked in the LVCVA Visitor Profile survey. Gaming expenditure 
(Question 12) was also asked on the LVCVA Visitor Profile Study. When trip
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
71
arrangements were made (Question 7) was asked on the LVCVA surveys and the 
USTTA In-Flight Survey. Question 18 regarding activities was asked based on prior 
research regarding German outbound travel behavior.
The questions regarding the quality of the individual components of the travel 
experience (Questions 14-18) were based on the findings from the literature review on 
measuring quality in the areas of information sources, travel agencies, airlines, 
foodservice operations, and lodging.
Four summary questions (Rust et al., 1994) in the survey tested the concepts 
of: quality of the travel experience (Question 19), word-of-mouth (Question 20), 
repeat travel (Questions 22 and 23), and service recovery (Question 29). Visitors were 
asked to rate the visit (how expectations were met), their willingness to recommend 
Las Vegas, disposition to return and amount of time they would spend here if they did, 
and whether they had any complaints about their stay. The last item was pursued 
further to find out if they told anyone about their complaint, and if the complaint was 
handled satisfactorily, and an open-ended question was used to ask what the 
complaint(s) was/were.
Demographic questions regarding residency, nationality, age, and income were 
situated at the end of the survey. The final question (Question 30) asked if the person 
would be willing to voluntarily participate in a postal survey after they return to 
Germany.
Criticism of the SERVQUAL instrument referred to the use of two separate 
sets of questions to measure expectations and perceptions (Carman, 1990; LeBlanc,
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1992; Richard & Sundaram, 1994; and Babakus & Boiler, 1992). For this reason, 
only one set of questions was used to assess expectations and perceptions in the 
questionnaire.
Fick & Ritchie (1991), Carman (1990), and Rust et al. (1994) discuss problems 
inherent with using negatively worded questions to avoid response 'acquiescence.'
They found the scores of negatively worded questions much lower than the positively 
worded questions and concluded that it was not appropriate to compare the results of 
the negatively worded questions with the positively worded ones. The questionnaire 
consisted of positively worded questions only.
The SERVQUAL instrument developed by Parasuraman et al. (1988) used a 
seven-point likert scale. Fick & Ritchie (1991), Bojanic and Rosen (1994), Fakeye & 
Crompton (1991), Getty & Thompson (1994), Knutson et al. (1992), and LeBlanc
(1992), designed surveys using the seven-point scale. Variations on the scale exist 
from three-points (Rust et al., 1994), four points (Barsky & Huxley, 1992; Gitelson & 
Crompton, 1984; Ostrowski et al., 1993; Ostrowski et al., 1994 ), five-points 
(McCleary & Weaver, 1992; Ross, 1995; Pizam et al., 1978), and even ten-points 
(Richard & Sundaram, 1994). Barsky & Huxley (1992) and Richard & Sundaram
(1993) applied end-anchors to the scales. This study applied the recommendations of 
Cottle (1990) regarding the use of at least a 7-point scale with end anchors and no 
intermediate scale descriptions (below expectations, above expectations; not 
important, very important; definitely would not return, definitely would return; 
definitely would recommend, definitely would not recommend).
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Demographic questions were placed at the end of the survey. The survey was 
confidential, administered only to persons over 21 years of age, and voluntary. At the 
end of the questionnaire, the person completing the survey was asked about his/her 
willingness to participate in a later follow-up survey after he/she returned to Germany. 
Those agreeing to participate voluntarily gave their addresses.
The original questionnaire that was pre-tested consisted of 34 questions 
displayed on six pages of 8 1/2x11 paper and the time needed to complete the survey 
was estimated at 10 minutes. Any reference to question numbers in this study refer to 
the final survey.
Pre-test of questionnaire.
The English version of the survey was pre-tested on a group of graduate 
students from different countries at the University of Nevada, Las Vegas. Some 
changes and/or recommendations were incorporated into the survey and the cover 
letter (Appendix C) and final questionnaire (Appendbc D) were translated into 
German. In order to ensure the accuracy of the translation, the survey was given to a 
different German speaking person to translate the instrument back into English. This 
translation confirmed the questions were measuring what they were intended to 
measure. The translator was also be asked to comment on the contents of the survey. 
The survey was also tested on German passengers at the airport.
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Reliability test.
Cronbach's coefficient alpha was performed on the survey to determine the 
consistency of the responses to all the items in the survey. According to Sekaran 
(1992) a coefficient of 0.6 is considered poor, 0.7 is considered average, and 0.8 is 
considered good for research.
Validitv.
Content validity is established if a representative number of items is used to 
explore the subject being researched. The most basic form of content validity is face 
validity and refers to how the instrument appears to measure the concepts. Face 
validity can be determined by a group of experts on the subject. Several faculty 
members were asked to review the survey instrument and provide feedback on its 
validity. The broader concept of content validity for the survey instrument is supported 
by the inclusion of aspects and findings fi"om other studies related to measuring 
quality/satisfaction with the service experience as well as questions appearing on 
surveys already administered to international visitors in other countries. Construct 
validity can also be used to determine the goodness of the measures in the survey 
instrument.
Peter & Churchill (1986) suggest three ways to establish the construct validity 
of a measure: convergent validity or how well the measure correlates with other 
measures of the same thing; discriminant validity or how the measure correlates with
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analysis of covariance. Nomologicai validity can be established by looking at two 
distinct but related constructs.
Final Questionnaire
A pre-test of the German version of the survey was carried out at the departure 
gate of the departing European charter flight. Fourteen passengers were asked by 
German speaking persons to complete the questionnaire in their presence. Any 
questions and/or difficulties in filling out the survey were noted by the surveyor. Upon 
completion of the pre-test, the questionnaire was revised to improve the ease in 
completion.
Revisions were made to the pre-test survey because of comments made that 
the questionnaire was quite long and as a result of the observation that some of the 
German charter visitors were taking more than ten minutes to complete the survey. 
Certain questions were revised and/or eliminated. The question on the quality of 
information sources was eliminated because no one in the pre-test group had used an 
official information source such as the U.S. Embassy, U.S. Travel Office, or LVCVA 
office abroad. In order to shorten the questionnaire, detailed questions on the travel 
agency and restaurants were also excluded. Quality in these areas was measured in the 
question asking visitors to rate the individual elements of the travel experience. Due to 
the fact that visitors eat at a wide variety of restaurants, it was thought that the 
specific questions regarding the aspects of eating out would be difficult to evaluate 
globally. The question regarding important aspects of the visitor’s contact with the
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travel agency in Germany was omitted for two reasons: the pre-test group showed that 
a large percentage of the visitors made their own travel arrangements; also, the travel 
agency experience is an element of the travel experience over which tourism 
authorities and companies in Las Vegas have the least control. The final questionnaire 
had 30 questions compared to 34 for the original survey instrument.
Data Collection Procedures
Permission was obtained fi’om the U.S. office of the charter airline to 
administer the survey while the passengers were in the departure lounge at the charter 
terminal of McCarran International Airport. The flight was one of the only direct 
charter fights fi"om Europe that operates on an annual basis. The Department of 
Aviation at McCarran International Airport also gave the researcher authorization to 
survey on the airport premises.
Survey administration.
The questionnaire was given to passengers leaving on the Monday flight after 
they had checked in for departure. The survey was administered on five consecutive 
Mondays. Passengers were approached and asked in German if they would be willing 
to complete the survey while they were waiting in the departure lounge of the charter 
terminal. The survey was preceded by a cover letter in German explaining the purpose, 
time needed, and importance of the survey. Passengers were asked to complete the 
questionnaire themselves, and a person with knowledge of the German language was 
on hand to answer any questions. The time needed to complete the survey was
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approximately 10 minutes. The survey was collected from the passengers before they 
boarded the airplane.
Human subjects protocol.
In accordance with the University of Nevada, Las Vegas’ protocol for research 
involving human subjects, a description of the study and a sample of the survey 
instrument was submitted to the UNLV Office of Sponsored Programs, and their 
approval was obtained.
Data analysis and presentation.
The data collected from the administration of the survey was sorted and coded 
and analyzed using the SPSS version 6.0 statistical software.
Descriptive statistics are used to show frequencies, mean distributions, and 
standard deviations. A quality service rating was produced by taking the expectations 
met rating times the importance rating for each component of the travel experience. 
The mean of these ratings could then be compared to the rating given in the overall 
quality question.
Multiple regression was used with the overall quality of the travel experience 
as the dependent variable and the quality scores with the elements of the travel 
experience as the independent variables. The beta coefficients measures the change in 
the dependent variable arising from each unit increase in the independent variables.
The shows how much of the variance was explained by the regression model. The
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closer the value is to 1, the better the model explains the behavior (Rust et al., 
1994).
Correlations among the independent variables were determined by using the 
SPSS program with diagnostic statistics on multicollinerity and by using the tolerance 
variable displayed in the results of the multiple linear regression analysis. High 
correlations among independent variables suggests that the impact of some of the 
highly correlated variables may be supplied by the other variables. This occurs when 
the tolerance of a variable is small.
Correlations were also looked at between word-of-mouth and overall quality 
scores, as well as willingness to repeat and overall quality scores. T-test's were done to 
see if there were statistical differences between certain groups of visitors, such as 
repeat and non-repeat visitors.
Expectations met and importance are displayed in a matrix with importance on 
the vertical axis and quality perceptions on the horizontal axis (Rust et al., 1994). The 
matrix were divided into four quadrants starting from the bottom-left and moving 
clockwise:
I. Low importance scores, low quality perception ratings,
II. High importance scores, low quality perception ratings,
ni. High importance scores, high quality perception ratings, and
IV. Low importance scores, high quality perception ratings.
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Coding of the questionnaire.
The questionnaire was coded to facilitate data entry of the responses into the 
SPSS software program. The survey consisted of 154 variables with one variable being 
added to reflect the date of the survey.
Hypotheses
Travel behavior.
Hypothesis 1: The mean budget fo r German visitors will be less than the mean budget 
fo r  the average visitor to Las Vegas ($480) during their stay in Las Vegas.
The figure of $480 for the average visitor to Las Vegas is obtained fi-om the Las 
Vegas Visitors Profile of 1994 as the average gambling budget of visitors during their 
stay. Due to the low importance of gambling as an activity for Germans (Morrison et 
al., 1994), the gambling figure is hypothesized to be less.
Hypothesis 2: The mean gaming time o f German visitors will be less than the average 
visitor to Las Vegas
Five hours of gambling a day is given as the average time spent gambling by all visitors 
in the Las Vegas Visitors Profile (1994).
The Student’s t-variable is used to test te hypothesis regarding the population 
means (Kachigan, 1986). Once again, due to the low importance of gambling as an 
activity for Germans (Morrison et al., 1994), the time spent gambling is expected to be 
low.
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Overall quality of travel experience.
Based on the work Getty & Thompson (1994), Haywood (1989), and Hart et 
al. (1990) regarding the importance of word-of-mouth as an indicator of quality, the 
following hypothesis has been formulated.
Hypothesis 3: The quality perception rating will be positively correlated to the 
willingness o f visitors to recommend Las Vegas.
Authors such as Barsky & Lagbah (1992), Barsky (1995), Getty & Thompson
(1994), and Ostrowski et al. (1993) include questions on willingness to return in their 
studies and correlate quality scores with intention to return.
Hypothesis 4: Tlte quality perception rating will be positively correlated to the 
willingness o f the visitor to return to Las Vegas.
The two correlations mentioned above will be tested by the Pearson’s correlation. 
Repeat versus first-time visitors.
A study of repeat visitation by Fakeye & Crompton (1991) determined that the 
divergence in perceptions of first-time and repeat visitors was low, and that critical 
image shaping arose during the first-time visit.
Hypothesis 5: The means o f the ratings for first-time visitors and repeat visitors will 
be the same.
This hypothesis will be tested by several t-tests to see if the means for the two groups 
differ in three key category of scores: (A) quality ratings for seven components of the
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travel experience (question 13), (B) willingness to recommend (question 20), (C)
willingness to return (questions 22), and overall quality perceptions (question 19).
In the next chapter, the data collected from the survey is statistically analyzed 
and interpreted using SPSS version 6.0 computer software.
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CHAPTER FOUR 
Statistical analysis and findings 
Introduction
The data collected from the administration of the questionnaire is analyzed in 
this chapter. The analysis is conducted using the SPSS statistical program version 6.0. 
The chapter starts with some information regarding the administration of the survey. 
Next, the sample population studied in this research is described by the answers to the 
demographic questions. The responses to psychographic questions from the 
questiormaire shed light on the behavior of German visitors. A test for the internal 
reliability of the scale is made for the questions about quality, and the results are 
discussed.
A summary is made of the quality/importance evaluations for each of the 
seven elements of the travel experience, and five areas are analyzed individually 
(flight, airport, hotels, entertainment, and activities). The results are displayed in an 
importance/quality matrix diagram. The hypotheses are tested using t-tests and 
Pearson’s test for correlation. Multiple regression analysis is used with the seven 
elements as independent variables and the overall quality of the travel experience as 
the dependent variable. The chapter closes with a summary of the findings from the 
research questionnaire.
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Surygy Administration
After a pre-test of the survey on April 15. 1996, the survey was administered 
on five consecutive Mondays (April 22, April 29, May 6, May 13, and May 20) to 
passengers waiting in the departure lounge to board the aircraft. The Department of 
Aviation authorized two surveyors to conduct the survey at the charter terminal. Both 
surveyors had some knowledge of the German language. Passengers were approached 
while they were seated in the departure lounge. The distribution of the departure 
lounge seating, with no physical separation of adjacent gates, often resulted in the 
airline’s passengers being spread out among seating for Gates 1, 2, and 3. This seating 
arrangement made it necessary for the surveyors to ask passengers if they were 
traveling with the European airline. Seating was also affected by the smoking area 
being located in the center of the charter departure gate area but not near the assigned 
gate. One surveyor visited this area in order to identify the European charter airline’s 
passengers seated there.
If the persons approached stated they were the European charter airline’s 
passengers, they were asked if they would be willing to complete a self-administered 
survey regarding their stay in Las Vegas. If the seating in the gate area became 
saturated, passengers were approached who were standing waiting to board the flight. 
A small number of persons were unwilling to participate either because they were 
busy talking to fellow passengers, reading, or said they had already completed a 
survey during their stay in Las Vegas. Some passengers did not participate because
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passengers had not stayed in Las Vegas but used it as a gateway to travel by car. A 
few of the Germans stated they were residents of Las Vegas and thus did not 
participate in the survey.
Surveys were distributed to those who agreed to participate. Those passengers 
who took the survey were instructed that one of the surveyors would be by in about 
ten minutes to collect the survey. It took approximately ten minutes to complete the 
questionnaire.
A count was kept of surveys that were handed out and surveys that were 
returned. No more than two surveys per survey date were not returned. On three 
separate survey dates, several passengers asked for a copy of the survey to take with 
them because they were working or studying in fields related to tourism. These three 
surveys are not included in the data on surveys distributed (table 8).
Table 8
Survey D ate April 22 April 29 May 6 May 13 May 20 Total
Surveys Distributed 49 37 34 47 55 222
Surveys Returned 47 36 34 46 53 216
Six surveys were discarded either because they were not filled out properly or 
because the persons had not spent any time in Las Vegas.
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Demographics of the Sample Studied 
One of the requirements initially placed on the sample studied was that the 
respondents be residents of Germany. Thus, although 210 surveys were obtained, 
two surveys of nonresidents of Germany had to be eliminated as well as the 10 
surveys that had missing data to the question regarding residency. The final sample 
size of usable surveys was 198. The results of the demographic questions on the 
survey are detailed in Appendix F.
Of the 198 respondents who were German residents, 94.9% were also 
German citizens, and 5.1% non-citizens but permanent residents. Surveys were 
obtained from 115 (58%) men and 83 (42%) women. These figures compare to 
demographics for the German population with 48.6% men and 51.4% women 
(European Marketing Data and Statistics, 1996). The largest age-group participating 
in the survey was 30-39 years old which was 24.8% of the sample (table 9).
Table 9
Age Distribution of Respondents
A ge Distribution o f  
Sample Studied:
N= 198 %* % Age Distribution of 
German Population **
21-29 28 11.2 15.8***
30-39 62 24.8 16.6
40-49 34 13.6 12.6
50-59 37 14.8 13.9
60-64 23 9.2 5.3
65+ II 4.4 15.0
Missing 3 1.2 -
* The survey respondent numbers were adjusted so that the sum equals 79.2% 
of the German population.
**Source: European Marketing Data & Statistics 1996 (31st edition), London: 
Euromonitor PLC, p. 53, 136.
*** The figure listed in the above source included 20 year olds. The above 
figure has been adjusted to exclude this age group.
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The income of the respondents was distributed as displayed in table 10. The
largest group of respondents had an income between 40,0001-60,000 DM.
Table 10
Resoondents %
<20,000 DM 10 5.1%
20,001-40.000 DM 28 14.1%
40,001-60,000 DM 49 24.7%
60,001-80,000 DM 40 20.2%
>80,000 DM 44 22.2%
Missing 27 13.6%
Total 198 100 %
Characteristics and Behavior of German Travelers to Las Vegas 
Appendix G lists the survey results for the questions regarding the 
characteristics and behavior of German visitors. First-time visitors accounted for 50% 
of the sample surveyed. The main purpose of the visit was overwhelmingly for 
"vacation/holiday" (75.8%). Of interest in this category is that respondents answering 
"Other" included responses for the purpose of marriage and/or honeymoon (5.6%). 
Incentive was given as a reason for travel by three respondents (1.5%).
A question was included on the survey to see if the visitors belonged to a 
special group to determine if the group would have a bias on the survey results. Only 
39 respondents said they belonged to a group, and the group was described usually as 
an all inclusive tour arranged by a different travel agents or tour operators. Thus, no 
particular group was over represented in the survey.
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The most important reason for the visitors selecting the airline to travel to Las 
Vegas was that it is a non-stop flight (129 responses). Multiple responses were 
allowed to this question, therefore the sum of responses is greater than 198. The 
second reason for choosing the airline was its safety reputation (32%), followed by 
airfare (24%) and convenient schedule (18%). The lowest number of responses to this 
question was in the category promotion/ advertising (1%).
Travel arrangements were made for flight and hotel (27.3%); flight, hotel, and 
car rental (25.3%); flight and car rental (20.2%); flight, hotel and tour guide (13.6); 
flight only (9.6), and all inclusive tour with meals (1.5%). A travel agent was used by 
46% of the travelers. Travel arrangements were made directly by 40.9% of the sample 
surveyed. The remaining 3.1% consisted of arrangements made by company travel 
department, tour operators, and two missing responses.
The time prior to travel that reservations were made varied from one to ninety 
days (table 11).
Table 11
Davs in Advance Reservsitions Made
Responses % 1
Same day 0 0
1 - 3 days 3 1.5
4 - 6  days 5 2.5
7 -14  days 20 10.1
15-30 days 26 13.1
31-60 days 41 20.7
61-90 days 35 17.7
90+ 66 33.3
Missing 2 1.0
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Seven nights or less received the largest response (85.4%) to the question 
"How many nights did you spend in Las Vegas?" The second largest response was in 
the category 8-14 nights (9.5%). This results in 94.9% of the German visitors 
spending 14 nights or less in Las Vegas (table 12). The mean for this question was 
6.94 nights.
Table 12
Nights Spent in Las Vegas
Nights Responses
N = I 9 8
%
1 4 2.0
2 31 15.7
3 15 7.6
4 26 13.1
5 22 11.1
6 8 4.1
7 63 31.8
8 -14 19 9.6
15-21 2 1
22-28 4 2.0
29-35 0 0
36+ 3 1.5
Missing 1 .5
In contrast to the short duration of the stay in Las Vegas, German visitors to 
the United States stayed for a mean of 15.25 nights (table 13).
Table 13 
Nights Spent in the United States
Nights Responses 
N =  198
%
0 -3 0 0
4 - 7 71 35.9
8 -14 54 27.3
15-21 44 22.2
22-28 18 9.1
29-35 5 2.5
36+ 4 2.0
Missing 2 1.0
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The table indicates that 64.1% of visitors from German spend more than 7 days in the
United States.
Seventy-five German visitors spent their entire stay in the United States in Las 
Vegas. The largest group which did so stayed for 7 nights (table 14). This means that 
eighty-seven percent of German visitors surveyed who stayed in the United States for 
seven days or less spent their whole trip in Las Vegas.
Table 14
Nights Responses % o f  Sample
6 4 2.0
7 58 29.3
8 1 0.5
13 1 0.5
14 5 2.5
20 1 .5
21 1 .5
28 2 1.0
49 1 .5
90 1 .5
A question was included on the survey to measure the influence of the 
Dmark/dollar exchange rate on the decisions of German visitors to travel to the 
United States. Only 11% of respondents gave an answer above 5 (on a scale of 1 to 7. 
1 = not at all and 7 = very much). The largest niunber of responses were "not at all" 
(55.1%).
Questions 11 and 12 covered the gambling behavior of guests. Approximately 
73% of German visitors said they gambled during their stay in Las Vegas for an 
average of 2.42 hours each day. Regarding the gambling budget of German visitors
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for their trip, 56% of the German visitors surveyed had a gambling budget of less than 
$60 for the trip. A gambling budget > $800 was given by 5.5% of those surveyed.
The activities that German visitors participated in are listed in table 15 and are 
ranked according to the number of responses received. This question had multiple 
answers and the sum of the responses is greater than 198.
Prior to discussing the results of the quality section of the questionnaire, a test 
for the internal reliability of the scale for questions about quality was conducted.
Table 15
Activities of German Visittors iMLLa&Yegas
Activity Total Responses Number of 
Persons 
Participating in 
Activity
Persons Participating in 
Activity/Total Responses)
Restaurants 173 145 84.0%
Shopping 171 133 77.8%
Convenient Gateway to 
other areas of the U.S.
172
114 66.6%
Gambling 170 109 64.1%
National Parks 172 105 61.0%
Sunbathing 170 84 49.4%
Sightseeing 171 82 48.0%
Amusement/theme parks 171 64 37.4%
Meet People 170 55 32.4%
Guided Tours 172 48 28.0%
N ightclubs/dancing 171 40 23.4%
Sports (Golf, Tennis, 
Jogging)
170 33 19.4%
lotgHia l Ldiability
Cronbach’s Alpha coefficient for internal reliability was applied to test the 
internal reliability of the scale used for the variables in the regression model (overall 
quality perception ratings for; Travel Agency, Flight, Airport, Hotel, Restaurants,
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Entertainment, and Activities). The alpha coeflScient was found to be 0.7257, the 
closer the coefficient is to 1, the more reliable the scale.
Alpha coefficients were also obtained for the sets of questions on quality for 
the five components of the travel experience analyzed in depth in this study: Flight, 
Airport, Hotel, Entertainment, and Activities. The results of the five coefficients in 
table 16 substantiate the reliability of the scale.
Table 16
Aloha Coefficients Five ComDonents
Component Alpha Coefficient
night .8863
Airport .8403
Hotel .8954
Entertainment .8195
Activities .8539
Importance/Quality Analvsis
Overall Ratings for Seven Components of Travel Experience
A scale from one to seven, with 1 = not important, below expectations and 2 
very important, above expectations was used in this survey. A quality rating is 
obtained by multiplying importance by the quality perception evaluation figure, the 
results indicate the flight received the highest mean rating and the category covering 
activities in Las Vegas received the lowest (table 17). In general, the mean quality 
perception ratings were between 4.2 to 4.82, or in the mid-range of the seven-point 
scale.
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Table 17
IMPORTANCE
RATING
Mean Std.
Dev.
QUALITY
RATING
Mean Std.
Dev.
IMPORTANCE 
* QUALITY
Mean
Activities 3.92 2.20 Activities 420 1.81 Activities 18.90
Entertaiiunent 4.63 2.42 Travel Agency 4.26 1.69 Airport 21.59
Travel Agency 4.64 2.11 Airport 4.46 1.435 Travel Agency 21.76
Airport 4.64 1.79 Restaurants 4.64 1.60 Restaurants 25.13
Restaurants 5.15 1.47 Entertainment 4.70 2.12 Entertainment 26.53
Hotel 5.51 1.57 Hotel 4.76 1.75 Hotel 27.49
Flight 5.59 1.46 Flight 4.82 1.41 Flight 27.62
Figure 5 illustrates the relationship between importance and quality for the 
seven components of the travel experience (a seven-point scale is used). Figure 5 is 
divided into four quadrants, with Quadrant I representing low importance/low quality 
perception ratings. Quadrant II representing high importance/low quality perception 
ratings, Quadrant III representing high importance/high quality ratings, and Quadrant 
IV representing low importance/high quality ratings. Quadrant II is where ratings 
indicate that quality is lower than importance. On a scale of one to seven, four is 
considered the mid-point and the first positive rating above this point is a five. The 
figures are divided using five as the divisor value line. Anything below a four is 
considered a low rating (5,6, and 7 are high ratings while 1,2, and 3 are low ratings). 
A rating of four is considered between the two groups, with the rating being at the 
upper end of the low ratings or at the lower end of the high ratings. The components 
that fall in Quadrant II in figure 5 are Restaurants, Hotels, and Flight. The importance 
and quality ratings are detailed for attributes in five components of the travel 
experience.
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Individual Ratings for Five Components, of the Travel Experience 
EighL
The mean ratings for the individual questions concerning the flight (Question 
14) are displayed in figure 6. The quadrant where the most opportunity lies for 
improvement is Quadrant II where importance ratings are high but quality ratings are 
low. All categories except audio/video and cabin cleanliness lie in Quadrant II in 
figure 6. Also, in the flight category, the highest quality perception rating was for 
cabin cleanliness. The mean and standard deviations for the attributes regarding the 
flight are displayed in table 18.
Table 18
FLIGHT Importance Quality
ATTRIBUTE Mean Std.Dev. Mean Std.Dev.
Flight reservation 5.491 1.893 4.692 1.699
Line-wait 5.319 1.581 4.702 1.561
Check-in personnel 5.177 1.529 4.852 1.381
On-time departure 5.947 1.469 4.910 1.785
Food/bar quality 5.467 1.389 4.566 1.620
Flight attendant service 5.762 1.275 4.936 1.578
Audio/video 4.482 1.872 4.295 1.701
Cabin cleanliness 5.945 1.244 5.036 1.388
Seat comfort 5.912 1.351 r 4.279 1.531
Attractiveness of aircraft 5.646 1.405 4.392 1.334
Carry-on storage 5.346 1.485 4.647 1.376
Aiq?g£U
Items located in Quadrant II are baggage claim, passport control, and airport 
access (figure 7). The mean and standard deviations for the attributes relating to the 
airport are displayed in table 19.
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Figure 5. Importance/quality for seven components of travel experience
(Mean Rating of Quality and Importance for Each Attribute)
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F = Entertainment G = Activities
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Table 19
Mean and Standard Deviations for Airport Attributes
AIRPORT Importance Quality
ATTRIBUTE Mean Std.Dev. Mean Std.Dev.
Baggage claim 5.272 1.494 4.756 1.559
Passport control 5.124 1.568 4.671 1.730
Customs clearance 5.00 1.583 4.690 1.720
Terminal seating 4.911 J 1.628 4.416 1.533
Concession service 4.029 1.889 4.031 1.605
Concession goods 3.918 1.794 3.773 1.693
Ground Transportation 4.947 1.485 4.530 1.471
Airport Access 5.155 1.533 4.836 1.647
Most of the items except one for the airport have importance ratings that exceed the 
corresponding quality ratings.
Hotels.
Quadrant II values related to hotels related to Skills of Employees. Services 
Provided, and Reception Areas (figure 8). The highest quality perception mean rating 
for the hotels was in the category o f ‘friendliness of employees.’ The mean and 
standard deviations for the attributes relating to the hotel are displayed in table 20. 
Table 20
HOTEL Importance Quality
ATTRIBUTE Mean Std.Dev. Mean Std.Dev.
Location 5.855 1.526 5.067 1.611
Parking 4.931 2.352 5.057 1.770
Reception area 5.309 1.644 4.538 1.575
Room 5.920 1.395 5.079 1.596
Services provided 5.545 1.442 4.926 1.585
Friendliness of employees 5.721 1.415 5.272 1.512
Hotel facilities and activities 5.769 1.332 5.185 1.573
Skills of employees 5.343 1.568 4.459 1.500
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Figure 6. Importance/quality of flight
(Mean Rating of Quality and Importance for Each Attribute)
Sc
ë
s .
E
6.5
5.5
4.5
3.5
3.5 4.5 5.5 6.5
Quality
A = Flight reservation B = L in e -w a i t  C = C h eck  in personnel  
D = O n-t ime  departure  E = F o o d / b a r  quali ty F = Flight a t t e n d a n t  service 
G = Audi /v ideo H =Cabin c leanl iness I = S e a t  comfort  
J = At t ract iveness of  aircraft K = Carry-on storage space
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
97
Figure 7. Importance/quality for airport
(Mean Rating of Quality and Importance for Each Attribute)
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Entertaiiimem-.
Quadrant II items refer to Information on Shows and Ease in Getting Tickets. 
Located far to the right of Quadrant II is the qualify perception rating of entertainers. 
This item received the highest mean importance and quality rating of all the 
individual elements in the more detailed analysis of five components of the travel 
experience. The means for the attributes relating to entertainment are displayed 
graphically in figure with the mean and standard deviation displayed in table 21. 
Table 21
ENTERTAINMENT Importance Quality
ATTRIBUTE Mean Std.Dev. Mean Std.Dev.
Information on shows 5.380 1.639 4.584 1.662
Ease in getting tickets 5.777 1.326 4.903 1.768
Friendliness of employees 5.750 1.324 5.243 1.460
Showroom facilities 5.862 1.250 5.219 1.666
Showroom service 5.479 1.368 4.027 1.534
Entertainers 6.363 1.232 5.929 1.431
Activities.
The distribution of the responses regarding activities is linear with a positive 
slope (figure 10). As the importance of the activity increases, the quality rating 
increases as well. The matrix shows no values in Quadrant II. Visiting casinos is 
located in Quadrant IV where it is considered of low important and high quality. The 
importance ratings and quality ratings for activities show the most similar mean 
values compared to the other four components of the travel experience. The mean and 
standard deviations for the attributes relating to activities are displayed in table 22.
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Figure 8. Importance/quality of hotel
(Mean Rating of Quality and Importance for Each Attribute)
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Figure 9. Importance/quality of entertainment
(Mean Rating of Quality and Importance for Each Attribute)
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Figure 10. Importance/quality of activities
(Mean Rating of Quality and Importance for Each Attribute)
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Table 22
ACTIVITIES Importance Quality’
ATTRIBUTE Mean Std.Dev. Mean Std.Dev.
Sightseeing 5.122 1.717 5.064 1.523
Guided tours 4.554 1.944 4.522 1.823
Nightclubs/dancing 4.279 2.004 4.231 1.662
Dine in restaurants 5.634 1.223 5.173 1.379
Visit amusement parks 5.015 1.628 5.186 1.537
Visit national parks 5.899 1.432 5.926 1.323
Visit casinos 4.433 1.889 5.147 1.472
Shopping 5.254 1.576 5.323 1.371
Sunbathing 4.671 1.775 4.907 1.604
Practice sports 3.159 2.011 3.882 1.719
Meet people 4.714 1.791 4.267 1.601
Convenient Gateway to other 
areas in U.S.
5.812 1.358 4.933 1.437
Test of Hypotheses
Hypothesis I: The mean budget for German visitors will be less than the mean 
budget for the average visitor to Las Vegas ($480) during their stay in Las Vegas.
The Student’s t-variable (2-tailed significance) is used to test the hypothesis 
regarding the population means (Kachigan, 1986).
The t-value with the sample population mean of 165.814, sample standard 
deviation of 338.688, and n = 172 was found to be -12.167. This value falls to the left 
of the Student-t critical value for a 2-tailed test of ±2.042 at the 95% confidence level. 
The results indicate that hypothesis is supported, the mean is significantly less than that 
of the average visitor to Las Vegas ($480). The German charter visitors spent an 
average of $165,814 gambling during their stay in Las Vegas.
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Hypothesis 2: The mean gaming time of German visitors will be less than the 
average visitor to Las Vegas.
In analyzing the data of the responses to question, the mid-value of the range 
was used with a top limit $900+ represented by $1500. The results from this analysis 
show that German visitors spent a mean of $165.81 on gambling during their stay in 
Las Vegas with the median value being $30 and the mode $10. Using the Student’s t- 
test (2-tailed significance), the t-value with sample population mean of 2.42, sample 
standard deviation of 2.57, and n = 147 was found to be -12.192. This value falls to 
the left of the Student-t critical value for a 2-tailed test of ±2.042 at the 95% 
confidence level. The results indicate that the hypothesis is supported. German visitors 
spent far less time gambling (mean = 2.42 hours) than the average visitor to Las Vegas 
(5 hours).
Hypothesis 3: The quality perception rating will be positively correlated to the 
willingness o f visitors to recommend Las Vegas.
This hypothesis was tested using Pearson’s correlation on the SPSS software 
version 6.0. The Pearson correlation coefficient can range from -1 to 1, the closer the 
value to 1, the stronger the correlation. The result from the 2-tailed Pearson 
correlation test was a correlation coefficient of 0.5657 at a significance level of .0001 
for the quality perception rating and willingness to recommend Las Vegas.
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Hypothesis 3 is substantiated, there is a statistically significant positive correlation 
between the quality perception rating and willingness to recommend Las Vegas for the 
Pearson correlation coeflScient (figure 11).
Figure 11. Overall quality and willingness to recommend
Quality
Hypothesis 4: A high service quality score will be positively correlated to the 
willingness o f the visitor to return to Las Vegas.
Once again, the Pearson 2-tailed correlations on SPSS software version 6.0 
were used used to test the correlation between willingness to return and the overall 
quality rating. The result for the Pearson correlation showed a correlation coefficient 
of 0.345 at a significance level of 0.0001. The results substantiate Hypothesis 4, there 
is a statistically significant positive correlation between willingness to return and the 
overall quality perception rating (figure 12).
Hypothesis 5: The means o f the quality ratings for first-time visitors and repeat 
visitors will be the same.
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Figure 12. Overall quality and willingness to return
A; n =9
C: n =47
D:n=64
E: n=38
B: n =31
CD
Quality
Hypothesis 5 was tested by various t-tests grouping the data into first-time visitors 
and repeat visitors. The variables tested at a 95% confidence level were:
Hypothesis 5A: The quality ratings for the seven components of travel 
experience (Question 13) will be the same for first-time and repeat visitors. 
Hypothesis 5B: The willingness to recommend (Question 20) rating will be 
the same for first-time and repeat visitors, and
Hypothesis 5C: The willingness to return (Question 22) rating will be the 
same for first-time and repeat visitors, and
Hypothesis 5D: The overall quality rating (Question 19) will be the same for 
first-time and repeat visitors.
The mean ratings for the seven components are listed in Table 23.
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The results of the t-tests for the quality ratings for the seven components of 
the travel experience did not show statistically significant differences and the research 
fails to reject the null Hypothesis 5A for Question 13 (table 24).
Table 23
T-Tests for Independent Samples of First-Time/Repeat
Visitors and S<sv$nilQmELQ.ii$ nts of Travel Experience
Valid N Mean SD
Travel Agent
First-time 79 4.3165 1.780
Repeat 74 4.2432 1.620
Flight
First-time 94 4.8723 1.475
Repeat 86 4.7674 1.361
Airport
First-time 92 4.4565 1.522
Repeat 86 4.4419 1.360
Hotels
First-time 90 4.7 1.893
Repeat 78 4.8974 1.525
Restaurants
First-time 91 4.7253 1.627
Repeat 83 4.5663 1.571
Entertainment
First-time 75 4.7333 2.120
Repeat 67 4.7164 2.116
Activities
First-time 92 4.1522 1.821
Repeat 83 4.2892 1.798
A t-test of the willingness to recommend Las Vegas (Question 20) using the 
grouping of first-time and repeat visitors did not support Hypothesis 5B (tables 25 
and 26). The difference in the means was not found to be significant and the test fails 
to reject the hypothesis.
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T-Tests or Equality of Means for First-Time/Repeat
Component t-value df 2-Tail
Sis
.791TRAVEL AGENCY .27 151
FLIGHT .49 178 .622
AIRPORT .07 176 .946
HOTEL .74 166 .462
RESTAURANTS .65 172 .514
ENTERTAINMENT -.50 140 .962
A c n v m E s -.50 173 .618
Table 25
T-Test for Independent Samples of First-Time /Repeat Visitors and Willingness
IL_______________ Valid N Mean SD
1 First-time 98 5.8061 1.441
1 Repeat 95 5.9579 1.296
Table 26
T-Test for Equality of Means for First-Time/Repeat Visitors and
1 t-value \d f 1 2-Tail Sis
1 .77 I 191 1 .443
Willingness to return to Las Vegas was tested for first-time and repeat visitors. 
The results showed a statistically significant difference between first time visitors and 
repeat visitors and Hypothesis C must be rejected for Question 22 (tables 27 and 28). 
Repeat visitors were more willing to return.
Table 27
T-Test for Independent Samples of First-Time/Reneat Visitors and
1 Valid N Mean SD
First-time I 99 4.3535 2.067
Repeat 1 95 5.0211 1.868
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Table 28
T-TegtJar-EQuality of Mtans forJjnMimt/Rtpgrt Viaiton and
Variances | l-value i f 2-TaUSig
Equal 1 -2.36 192 .019
Overall quality (Question 19) was tested to establish if  there were any 
differences between first-time and repeat visitors. The results of the t-tests showed the 
means were not significantly different. Hypothesis 3D is not rejected in relation to the 
overall quality rating (tables 29and 30).
Table 29
T-Test for Independent Sampies-OlEiralTTime/Repeat Visitors and
Valid N Mean SD
First-time 98 5.3980 1.360
Repeat 94 5.3085 1.183
Table 30
T-Test for Equality of Mean fo r f  jrst-Time/Repeat Visitors and Ov erall
} Variances t-value i f 2-TaUSig
1 Equal .49 190 .628
Multiple Regression Analvsis of the Travel Experience Model 
Using the evaluation rating for quality perceptions for each of the seven 
components of the travel experience (Question 13) as the independent variables with 
the overall quality (Question 19) as the dependent variable, multiple regression 
analysis was conducted. The regression analysis resulted in an F vlaue of 5.03286
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which was significant at the 0.0001 level (table 31). The indicates that only 
23.608% of the variation is explained by the model.
Table 31
Multiple Regression Analvsis of Seven Components with R Squared Value and F 
Value
Multiple R .48588
R Square .23608
Adjusted R Square .18917
Standard Error 1.12955
Analvsis of Variance
DF Sum of Squares Mean Square
Regression 7 44.94977 6.42140
Residual 114 145.45187 1.27589
F = 5.03286 Signif F = 0.0001
The T statistic with an absolute value greater than two is considered significant 
(table 32). In this regression model, the item with a t-statistic with an absolute value 
greater than two is Restaurants. The item is significant (<0.05) which indicates there is 
a linear relationship between the quality perception ratings of restaurants and overall 
quality. Restaurants also have the largest beta value (0.231058).
Table 32
Regression of S(even Comnone nts and Overa II Oualitv
B Beta T . SigT Tolerance
Travel Agenc\- .001101 .001477 .016 .9869 .833750
Flight .189028 .216089 1.913 .0582 .525306
Airport -.032066 -.037197 -.364 .7162 .643060
Hotel .070197 .097002 .834 .4059 .495613
Restaurants .186160 .231058 2.243 .0268 .631607
Entertainment -.004724 -.008146 -.075 .9404 .566347
Activities .110889 .159892 1.580 .1169 .654251
(Constant) 2.967519 6.081 .0000
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In order to determine how much of the variation is explained by the 
independent variables relationship with each other, a test for multicollinerarity was 
performed. If the tolerance figure is 0.1 or lower, this indicates that a great deal of the 
variability is explained by the other independent variables. In the results from this 
multiple regression, multicollinearity is not a problem since the values are well above 
0.1 (Norusis, 1994).
Summary of the Hypotheses Tested 
The results fi*om the tests of the hypotheses are summarized in Table 33.
Table 33
HYPOTHESES RESULTS
Hypothesis I: The mean budget for German 
visitors will be less than the mean budget 
for the average visitor to Las Vegas ($480) 
during their stay in Las Vegas.
The hypothesis was supported.
\Aypothesis 2: The mean gaming time o f 
German visitors will be less than the 
average visitor ($480) to Las Vegas.
The hypothesis was supported.
Hypothesis 3: The overall quality rating will 
be positively correlated to the willingness of 
visitors to recommend Las Vegas.
The hypothesis was supported
Hypothesis 4: The overall quality rating will 
be positively correlated to the willingness o f 
the visitor to return.
The hypothesis was supported.
Hypothesis 5: The means o f the quality 
ratings fo r first-time visitors and repeat 
visitors will be the same in four categories: 
(H5A) Quality Ratings for Seven 
Components o f the Travel Experience 
(H5B) Willingness to Recommend 
(H5C) Willingness to Return 
(H5D) Overall Quality Rating
(A) The hypothesis was supported.
(B) The hypothesis was supported.
(C) The hypothesis was rejected. 
Repeat visitors were more willing to 
return.
(D) The hypothesis was supported.
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Other Questions on Survey
Qvgrall-Quality
The mean quality rating based on a seven-point scale (l=below expectations 
and 2 = above expectations) for the overall quality question (Question 19) was 5.36.
Word-of-mouth
Question 21 asked if the persons surveyed had heard any comments about Las 
Vegas. If yes, they were then asked to rank the comments on a scale of 1 to 7 with 1 = 
very negative and 7 = very positive. There were 84 yes responses with a mean rating 
of 5.46 regarding the type of the comments heard (table 34).
Table 34
Comments about Las 
Vegas
Frequency %
1 = Very Negative I 1.2
2 I 1.2
3 4 4.7
4 15 17.6
5 17 20.0
6 23 27.1
7 = Very Positive 23 27.1
EutPEg-Iim.g io Las Vegas
Question 22 asked about the willingness of the traveler to return to Las Vegas. 
The response was recorded on a scale of 1 to 7 with 1= definitely not willing and 7 = 
very willing. Some visitors might be willing to return to Las Vegas only as a 
convenient gateway to other areas in the United States with no intention of spending
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more than the minimum time in Las Vegas. Question 23 was formulated to help 
determine if the visitor would be willing to spend more than the minimum time. The 
results were analyzed in three groups: less time, the same amount of time, and more 
time. The results showed that 28 people would spend less time in Las Vegas, 123 
would spend the same amount of time, and 37 would spend more time.
Compluint?
The literature review established the importance and economic potential of 
service recovery. This research tried to identify the number of complaints visitors 
may have had regarding their stay in Las Vegas. Only 13 persons stated they had 
some type of complaint during their stay, and of these 13, only two persons made a 
formal complaint.
WiJlingness.to Participate in Postal Survev
The visitor's perceptions of his/her stay were measured upon departure from 
Las Vegas when the experience was veiy' fresh. Future research on the traveler’s 
perceptions of Las Vegas after returning to Germany might assist in understanding 
how perceptions change over time and when the traveler is away from the travel 
destination. For this reason. Question 154 was included in the survey. Fifty-six 
persons (28%) agreed to participate in a postal survey.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
113
Summary o f Findings 
Demographic data described the age groups, gender, income categories, 
residence status, and nationality of the German visitors surveyed. The largest group of 
German visitors according to age was the 30-39 year old age bracket, and the largest 
income category was DM40,0001-60,000 ($1 = DM2).
Some behavioral characteristics of the group of German visitors to Las Vegas 
surveyed were discussed in this chapter as well. Two hypotheses were tested 
regarding the gaming behavior of this group. The results showed a significant 
difference in the time and money spent by German visitors compared to the visitors 
profiled in the Las Vegas Visitor Profile Study (1994) with the Germans spending 
less time and money.
Information obtained from this research provides useful information for 
hospitality and tourism authorities interacting with this group of overseas visitors.
The information is also pertinent for marketing and promotional purposes. Data was 
obtained regarding first or repeat visit to Las Vegas, reason for traveling to Las 
Vegas, reason for selecting the airline, type of travel arrangements made, when travel 
arrangements were made, time spent in Las Vegas and the United States, and the 
activities participated in by the visitors.
Tests were made to determine the internal reliability of the scale used in the 
regression model and in the sets of questions regarding five components of the travel
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experience. The resulting alpha coefficients of >0.73 substantiated the internal 
reliability of the scale.
The largest section of the questionnaire dealt with evaluating the quality of the 
travel experience to Las Vegas by ranking importance and perceptions of quality using 
a scale of one to seven with one representing not important or below expectations and 
seven reflecting very important and above expectations. The highest importance and 
quality ratings went to the components flight and hotel. The questionnaire consisted of 
questions regarding quality for seven components of the travel experience. Five of 
these components were broken down with quality evaluations for more detailed 
questions. At the end of the survey, a global quality question was asked.
The means of the importance/quality ratings for the seven components of the 
travel experience were plotted in a matrix. Components receiving a high importance 
rating but low quality rating were identified. This quadrant represents areas where 
quality advancements have the greatest potential. The matrix process was used for 
survey questions pertaining to the flight, airport, hotels, entertainment, and activities as 
well.
Several hypotheses related to the internal relationship of the questions were 
also tested. Overall quality and willingness to return and willingness to recommend 
were correlated using the Pearson correlation coefficient. The results confirmed the 
the positive correlation between quality and willingness to return to Las Vegas and 
quality and willingness to recommend Las Vegas as a destination.
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First-time and repeat visitors were compared to determine if there were any 
significant differences between these two groups in four areas: quality ratings for the 
seven individual components of the travel experience, willingness to recommend, 
willingness to return, and the overall quality rating. T-tests confirmed a significant 
difference in only one of the four comparisons. The two groups displayed significant 
differences regarding the variable ‘willingness to return’. The mean for repeat visitors 
was significantly larger in relation to returning to Las Vegas.
Multiple regression analysis was performed using quality perception ratings for 
travel agency, flight, airport, hotels, restaurants, entertainment, and activities as 
independent variables (Question 13). The dependent variable was the overall quality 
rating (Question 19). The model explained only 23.6% of the variation.
Finally, information was obtained from other survey questions related to word- 
of-mouth and whether the visitors would spend more time in Las Vegas if they 
returned. Eighty-five visitors had heard comments firom others regarding Las Vegas 
and the majority of these comments were positive. A large group of the sample 
surveyed (62%) said they would spend the same amount of time in Las Vegas if they 
returned. Only 14% of the sample said they would spend less time in Las Vegas.
The question regarding service recovery received only 13 responses indicating 
the persons had a complaint regarding their stay in Las Vegas. Of these 13 responses, 
only two said they had made a formal complaint.
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The 56 persons who gave their names and addresses to participate in a follow- 
up survey represent a valuable source of information for further research regarding 
quality in the travel experience.
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CHAPTER FIVE 
Summary, Conclusions, and Recommendations 
Introduction
A summary of the results of research on quality in the travel experience and 
the implications the findings have for the hospitality and travel industries are 
discussed in this chapter. Issues or facets of the study are identified that would benefit 
from further empirical research in order to gain a better understanding of quality and 
its relationship to subjects such as word-of-mouth, repeat visits, and service recovery.
Summaiy.Qf.thg. Study 
The purpose of this study was to:
* describe the main demographic characteristics of a group of German 
visitors surveyed,
* learn about the behavior of German visitors during their trip to the 
United States and, more specifically. Las Vegas,
* determine the travel experience perceptions regarding quality of the 
group of German visitors to Las Vegas,
117
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* provide a tool to measure the quality of the overall travel experience 
and the importance and quality perceptions of some of the individual 
components of the travel experience,
* identify any areas in the travel experience where quality improvements 
offers the greatest potential for improvement, that is where quality 
perceptions are inferior to importance evaluations, and
* examine the impact of the travel experience on the intended future 
behavior of the group of overseas travelers surveyed through questions 
regarding their intent to return and positive or negative word-of- 
mouth.
From the literature reviewed in chapter two regarding the main characteristics 
of quality, the equation Quality = El; (Pj - EJ, where P = Perceptions, E = 
Expectations, and I = Importance was used as the basis for measuring quality. 
Examples of research and questions used to evaluate quality in different areas related 
to the travel experience were examined and a questionnaire was developed linking the 
areas together in order to measure the quality of the travel experience. The literature 
also established the close relationship between quality and the importance of word-of- 
mouth and repeat visits. Service recovery was another topic found to be connected 
with quality. Thus, questions regarding word of mouth, repeat visit, and service 
recovery behavior were incorporated into the questionnaire and looked at in relation to 
quality.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
119
Surveys conducted by national tourist authorities such as the British Tourist 
Authority (1994), the Israeli Institute of Transportation Planning and Research 
(International) Ltd. (1993-1994), the USTTA (1993), as well as the Las Vegas 
Convention and Visitors Authority (1994) were used to obtain examples of questions 
related to demographic and behavioral characteristics of visitors. The end result was a 
survey instrument designed to cover three main areas; demographic and behavior 
characteristics; quality evaluations; and the relationship of quality to word-of-mouth, 
willingness to return, and service recovery.
The data on the age demographics of the group surveyed were compared to 
data on the German population age distribution. Of the age groups surveyed, four 
groups demonstrated higher percentages than the figures corresponding to the German 
population. The most significant of these four groups were the 30-39 age category and 
the 60-64 age group. The most significant group showing lower percentages of the 
sample population compared to the German population figure was the 65+ age 
category.
Results from questions regarding the behavior and activities of German visitors 
to the United States provide additional information for marketing purposes. There are 
approximately the same number of first-time and repeat visitors to Las Vegas and the 
main purpose for visiting Las Vegas was for a vacation. The principle reason for 
selecting the flight to Las Vegas was because it was non-stop. Three types of travel 
arrangements received the greatest number of responses: flight and hotel (27.3%); 
flight, hotel, and car rental (25.3%); flight and car rental (20.2%). Answers to the
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question regarding how travel arrangements were made indicated travel agents were 
used by the largest group of visitors with direct bookings following close behind. The 
greatest number of responses regarding how many days in advance the trip 
reservations were made was for 90+ days.
Data on the length of stay in Las Vegas and the United States revealed that 
85.4% of visitors stayed in Las Vegas for seven days or less. An additional 9.5% of 
the responses indicated they stayed between 8-14 days. The mean length of stay in Las 
Vegas was approximately 7 days. The corresponding figures for the stay in the U.S. 
indicated that only 35.9% of the visitors stayed in the U.S. for seven days or less. Data 
did show that 75 visitors spent the duration of their trip in Las Vegas. The correlation 
between the same length of stay in Las Vegas as in the United States was particularly 
high for visitors spending 7 or less nights in Las Vegas (62 of the 75 visitors 
mentioned above).
A list of activities visitors might participate in while in Las Vegas was 
developed based on prior research by Morrison, Hsieh, & O’Leary (1994). Responses 
to this question revealed the five most popular activities were restaurants, shopping, 
convenient gateway to other areas of the United States, gambling, and national parks. 
Several hypotheses were formulated and tested regarding the gambling behavior of 
Germans during their stay in Las Vegas.
The behavior of the group of German visitors surveyed was examined by 
comparing their gambling behavior with visitors to Las Vegas in general. The first 
hypothesis regarding their behavior was; German visitors spend less than $480
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gambling during their stay in Las Vegas. The second hypothesis also concerned 
gambling behavior: German visitors spend less than five hours a day gambling while in 
Las Vegas. Both hypotheses were substantiated by the survey results.
Quality in the individual components of the travel experience was evaluated by 
a question framed in such a way as to break down the experience into seven 
components: travel agency, flight, airport, hotels, restaurants, entertainment, and 
activities. The questionnaire asked respondents to give an importance and quality 
perceptions evaluation for each of these areas. The top four components for quality 
were flight, hotel, entertainment, and restaurants. The quality perception figures were 
then used in a regression analysis as independent variables with the overall quality 
evaluation as the dependent variable. The regression results showed that only 23.6% 
of the variation was explained by the model.
A hypothesis was tested related to identifying any differences in quality 
perception evaluations between first-time and repeat visitors. The hypothesis was 
stated as: the means of the quality ratings for first-time and repeat visitors will be the 
same. This hypothesis was tested for responses to four questions covering: the quality 
perception ratings for the seven components of the travel experience, willingness to 
recommend, willingness to return, and the overall quality perception rating. The tests 
substantiated the hypothesis for three of the four questions. However, repeat visitors 
demonstrated a greater willingness to return to Las Vegas over first-time visitors and 
the null hypothesis was rejected in this respect.
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The quality of the overall travel experience was measured by asking visitors to 
give an overall quality evaluation regarding their visit to Las Vegas. The scale used 
was from 1 to 7, with 1 = below expectations and 7 = above expectations. The mean 
of the responses obtained resulted in 5.36.
The relationship between quality and the intended future behavior of the 
German visitors surveyed was tested by correlating the quality perceptions rating to 
the willingness to recommend Las Vegas as a destination, and then a parallel 
correlation between quality and willingness to return. Pearson’s correlation was used 
to test the two correlations with the results demonstrating that in both cases the 
relationships were positively correlated.
Lastly, the question regarding service recovery resulted in only a small number 
of visitors stating they had a complaint during their stay in Las Vegas. Of the two 
complaints made formally, only one was described in the comment section of the 
survey.
Conclusions
Implications
Demographic characteristics.
The results from the responses obtained indicate the largest age group 
consisted of persons between 30-39 years old. Income over 40,000 DM accounted for 
67.1% of the respondents surveyed and was distributed similarly in three income 
categories (40,001-60,000 DM; 60,001-80,000 DM; and >80,000 DM). Age and
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income characteristics have implications for marketing purposes in designing 
campaigns to target a specific market segment. The findings suggest that these two 
groups are important target segments for marketing and promotional activities.
Behavior of German visitors.
The first section of the survey consisted of 12 questions regarding the behavior 
and characteristics of the group surveyed. Information obtained fi-om these questions 
gives a more complete picture of the behavior of German visitors to Las Vegas. The 
main reason for traveling to Las Vegas was for vacation purposes and promotional 
activities should be geared towards this group. German visitors tend to plan their trip 
well in advance (90+ days) and this information is useful in order to know when 
promotional campaigns should be run. Also, the fact that 40% of the visitors make 
their own travel arrangements is important so that promotional activities are not aimed 
exclusively at travel agents. With only 9.5% of the group surveyed making travel 
arrangements for the flight only indicates the potential for packages such as fly-drive 
or flight-hotel or fly-drive-hotel.
The large number of respondents indicating the particular flight was chosen 
because of its non-stop nature implies the importance of this type of transportation for 
Las Vegas. The overseas visitor may be more willing to take a short break of seven 
days to Las Vegas if the transit time is minimized. The fact that 38% of the group 
surveyed spent the duration of their stay in Las Vegas, with 62 persons surveyed 
staying in Las Vegas for seven days or less, lends support to this argument.
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The other 62% of the survey group included Las Vegas with other destinations 
in the United States. These figures indicate two market segments for promotional 
purposes. One segment considers Las Vegas for their one destination in the United 
States while the second group wants Las Vegas to be part of a larger travel destination 
product. Understanding what characteristics about Las Vegas are attractive to each 
group would facilitate gearing marketing efforts towards the items identified as 
important to each group. Discovering what combination of destinations is attractive to 
the Germans would also help better target this market segment.
A comparison of the gambling behavior of German visitors compared to 
visitors to Las Vegas surveyed in the Las Vegas Visitor Profile Study shows that 
German visitors spend very little time and money on gambling. While this may be a 
cultural trait, further research regarding this subject could identify ways to modify this 
behavior.
The responses regarding the activities participated in by German visitors to Las 
Vegas prioritizes what the Germans do during their stay here. The activities with the 
greatest response can also be used for marketing purposes. Additionally, the 
dissemination of information about the most popular activities in the German language 
is important in orientating the visitor during his/her stay in Las Vegas. This becomes 
particularly important if the stay is very short.
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Quality in the travel experience.
Quality perceptions and importance ratings were obtained for seven 
components of the travel experience. A ranking of quality ratings shows entertainment 
in the third position from the top. However, in terms of importance, entertainment 
ranks sixth. For airports, the opposite occurs. Airports receive a lower quality ranking 
than importance ranking. The implications of the rankings is that attention should be 
given to areas where importance outranks quality. Also significant is the range of 
quality rankings. In the quality perception rankings for the seven components of the 
travel experience, the mean values were in the 4 to 5 point scale. If a value of four is 
interpreted as low quality, the fact that no mean rating was greater than five indicates 
the quality of the components is not perceived as very high in Las Vegas. Attention 
should be given to the items that offer the greatest potential for improvement, that is 
where importance outranks quality. Breaking down five components of the travel 
experience with detailed questions and plotting the results on importance/quality 
matrixes allows the areas with the high importance ratings and low quality ratings to 
be easily identified.
Intended future behavior.
The relationship between quality and willingness to recommend was tested in 
this research. The fact that the relationship is positive implies that improvements in 
quality will result in greater willingness to recommend Las Vegas as a travel 
destination. Positive word-of-mouth is an important source for a travel destination as
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well as for individual hospitality companies. With only 84 respondents indicating they 
had heard comments about Las Vegas, word-of-mouth regarding Las Vegas has room 
for improvement. The large proportion of visitors who make their own travel 
arrangements to Las Vegas will be influenced by comments from friends and families 
regarding Las Vegas. Travel agents also are important information sources for 
travelers and their comments can considerably influence the traveler. A campaign 
directed to getting visitors to "Tell a friend about Las Vegas" would be a way to 
stimulate word of mouth.
Quality and willingness to return were examined and a positive relationship 
was found to exist. Once again, improvements in quality will result in a higher number 
of repeat visitors. Measuring willingness to return will permit trend analysis to 
determine if the number of repeat visitors is increasing. Asking about the amount of 
time the visitor would spend in Las Vegas can determine whether the visitor is only 
willing to use Las Vegas as a gateway to the United States. Comparisons of time spent 
in Las Vegas to time spent in the United States provides information about the number 
of visitors who use Las Vegas as their only destination and spend the entire stay here.
Repeat and first-time visitors.
The hypothesis tested regarding first-time and repeat visitors showed 
significant differences between these two groups regarding willingness to return to Las 
Vegas. Repeat visitors were more likely to be willing to return. Gitelson & Crompton 
(1984) found that if visiting new sites, visitors looked for variety and newness in the
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experience. Repeat visitors were linked with activities geared towards relaxing. In 
another article mentioned in the literature reviewed, Reid & Reid (1993) advocated 
distinct marketing campaigns for first-time versus repeat visitors. Therefore, attempts 
should be made to further understand the differences between these two groups. As 
one German visitor wrote next to the question regarding willingness to return to Las 
Vegas "Perhaps in ten years time, after I have explored the rest of the world." 
Marketing efforts to capture this type of traveler will be unsuccessful not due to any 
negative perceptions of the visitor, but because the traveler wishes to explore the 
world before returning to Las Vegas.
Recommendations for future research.
This study looked at an easily identifiable group of overseas visitors to Las 
Vegas. The model developed in this study can be used for international visitors in 
general with random administration if adequate resources of surveyors, time, and 
languages are available.
In this study, perceptions were measured upon departure using questions 
asking visitors to rate the quality on a scale with 1 = below expectations and 2 = above 
expectations. A pre-visit survey would make it possible to measure expectations 
before the visit. Then a post-visit survey could measure perceptions after the visit. By 
conducting two separate surveys, the visitor is not forced into a situation where he/she 
has to recall past expectations. A comparison of the pre-visit and post-visit survey 
results would identify areas where expectations were inferior to perceptions.
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Importance questions need to be included in both the pre-visit and post-visit surveys.
Research into the characteristics of two market segments, one segment that 
visits Las Vegas only and the second segment which includes Las Vegas with other 
destinations in the United States would identify any common or distinctive elements.
A more in depth examination of the gambling behavior for German visitors 
might make it possible to increase the time and money spent in casinos. Is language a 
barrier to gambling by Germans in Las Vegas? Is lack of knowledge regarding how to 
play the games a significant factor in the low level of gambling? Are Germans afraid to 
join a game in progress? Do the Germans prefer slots or table games? The large 
number of respondents (72.7) of the survey who said they gambled during their stay in 
Las Vegas indicates this group of visitors is visiting casinos. Answers to the above 
questions may find a way to keep them inside longer.
This study only tested overall quality in seven areas of the travel experience, 
and the low r2 figure for the regression model using the seven components as 
independent variables and overall quality as the dependent variable illustrates the 
problems inherent with trying to measure the global concept of the travel experience. 
The failure of the regression model to explain more of the variation implies the 
absence of significant variable(s) in the model. Research into identifying what 
additional variables are important to the travel experience would give a more 
comprehensive understanding of the subject as well as increase the predictive ability of 
the model.
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The topic of service recovery was covered by Question 29 in the survey. The 
low number of persons responding that they had a complaint and the lack of comments 
regarding the complaint make it difficult to draw any conclusions from this research. 
The issue of service recovery may require more in depth contact with the traveler than 
was possible in this study. If a questionnaire is used to identify persons with a 
complaint, a system should be developed so that once the person is identified he/she 
can be interviewed with specific questions regarding the complaint. Alternatively, an 
incentive may be needed to get people to spend the time to discuss a problem that has 
already cost them a degree of discomfort or loss of vacation time. The fact that the 
travel experience encompasses many different hospitality sectors results in a difficult 
process for reporting service failures and recognizing an entity as responsible for 
collecting information in this respect.
Additional research in order to discover what overseas nationals who have not 
traveled to Las Vegas think of it would contribute information regarding the 
expectations of potential visitors. Information provided from a study of this topic 
would allow Las Vegas image builders to better reinforce or modify the image.
This research project has tried to identify travelers who would be willing to 
participate in a postal survey after returning to Germany. The impressions of travelers 
in the post-consumption stage of the travel experience is an area that should be 
explored further. Little is known of the way perceptions change with the passing of 
time after the completion of a trip and how quality evaluations are altered with time. 
Identifying and maintaining contact with overseas visitors would also permit
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relationship marketing and the chance to increase repeat visitations. Equally of value, 
these visitors could be used as focus groups for further studies regarding Las Vegas 
and what type of promotion is most suitable for attracting repeat visitors.
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APPENDIX A
April/May 1996
Dear Madam or Sir:
In order to make Las Vegas a better destination for overseas visitors, I would like to 
ask you some questions regarding your stay here. The results from the questionnaire 
will help Las Vegas tourism officials and businesses better understand the specific 
requirements of German visitors.
Since 1988, the percentage of international visitors to Las Vegas has shown a steady 
increase from four percent in 1988 to fourteen percent in 1993. This same year. 
Germany was the country of origin of the largest number of overseas visitors to Las 
Vegas.
It should take you approximately ten minutes to complete the questionnaire. If you 
are traveling with others, please note that the questionnaire is designed so that each of 
you fill out separate questionnaires. There is a person on hand who speaks German, 
and she will be happy to answer any questions you may have.
Upon completion of the survey, please give it to one of the UNLV representatives 
who is wearing a name tag.
Thank you very much for your participation!
Yours sincerely.
Margaret Erstad 
Graduate Student, UNLV
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APPENDIX B
QUESTIONNAIRE ON QUALITY OF TRAVEL EXPERIENCE TO LAS VEGAS 
FOR OVERSEAS VISITORS
Please note: this survey is voluntary, anonymous, and only for people who are 21 years or older.
1. Is this your first visit to Las Vegas? Yes □  No □
2. W-'Aar tvas the main purpose of your visit to Las Vegas? (Choose one)
□  Business □  Visit Friends/Relatives □  Study/Teaching □  Conference/Convention/Fair
□  With spouse on business O Vacation/Holiday □  To Gamble □  Other________________
2. Did you travel to Las Vegas as part of a group? DYes □  No If yes, please indicate what kind of 
group___________________________________
4. fVhy did you select Condor to travel to Las Vegas? (Check all that apply)
□  Airfare □  Safety reputation □  On-time reputation
□  Convenient Schedule □  Promotion/Advertising □  Recommended by Travel Agent
□  Non-stop flight □ Not involved in airline choice □  Other__________
□  Included in tour package □ Employee policy
5. tVhat kind of travel arrangements did you make for your stay in Las Vegas? (Choose one)
□  Flight only □  Flight, hotel, and tour guide □  Flight and car rental □  Other_____
□  Flight and hotel □  Flight, hotel, and car rental □  All inclusive tour (including meals)
6. How were your travel arrangements made? (Choose One)
□Travel Agent □  Company Travel Department □  Tour Operator □  Travel Club □  Directly
7. How many days in advance did you make your trip réservations! (Choose One)
□  Sameday □  1 -3 0 4 - 6  0  7-14 □  15 -30 0  31-60 0  61-90 0  90+
8. How many nights did you spend in Las Vegas?_________
9. How many nights did you spend in the United States?
10. How much did the Dmark/doUar exchange rate influence your decision to travel to Las Vegas?
Not at All Very Much (Circle one number)
1 2 3 4 5 6 7
11. Have you gambled during your stay in Las Vegas? □  yes □  no I f  yes, on average, how many
hours did you spend gambling during each dav you spent in Las Vegas? (Please circle the number of hours)
0 1 2 3 4 5 6 7 8 9  10 11 12 13 14 15 16 17+
12. Not including travel, food, or lodging, how much money did you budget fa r  gambling fo r Utis trip?
(Choose one)
□  Less than $20 □$40-59 □  $80 - 99 □  $200-299 □  $400-499 □  $600-699 □  $800-899
□  $20 - 39 □  $60 - 79 □ $  100- 199 □$300-399 □  $500 - 599 □  $700-799 □$900+
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Please rate the importance of each of the foUofving items regarding your trip to Las Vegas by circling a number 
on the left side. On the right side, circle a number to indicate your expectations. Expectations refer to haw your 
actual experience for each item differedfrom what you expected.
A N  EXAMPLE:
i t
C
E :
Î 2 3 4 5 6 7
0  VEiLlUX QUALTIY RATING 
Ttavel Agency used in Germany
s
4 LU
4 5 6 7
13. Please answer the following questions regarding your trip to Las Vegas by selecting a number on the left side 
(importance) and the right side (expectations).
Please select a number on both sides:
tf) tn
. i
c c I ts
i t ^  c
S Î
X
1
X^
LU£ E OVERALL QUALITY RATING LU
1 2 3 4 5 6 7 Travel Agent used I 2 3 4 5 6 7
1 2 3 4 5 6 7 Airport 1 2 3 4 5 6 7
1 2
1 2 3 4 5 6 7 Restaurants you ate at 1 2 3 4 5 6 7
XT- 3 * 3 " v'-ï.'A -
1 2 3 4 5 6 7 Activities you participated in 1 2 3 4 5 6 7
14. Please complete the box regarding the Condor flight to Las Vegas.
c c
S-c t r
-  -  FLIGHT TO LAS VEGAS
1 2  3 4 ) 6 7 .  jlom we#
(A
I
in
ilK
LU
On-tune deoarture
I T2^«3w4 B5ÏS»
Flight attendant service
Cabm cleanliness
Attractiveness and comfort of aircraa intenor
Overall quality of flight
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IS. Please complete the box regarding airport facilities in Las Vegas.
Z g .
E E~ AIRPORT IN LAS VEGAS
1 2 3 4 5 6 'T Baggage ciaun on arrival.
1 2 3 4 5 6 7 Passport control.
I 2 3 4 "5 6 7 ' (Wools clearance.
1 2 3 4 5 6 7 Terminal seating.
1 2 3 4 5 6 7 Gmeesston service.
1 2 3 4 5 6 7 Concession goods.
I 2 3 4 5 6 "7 x(Wnd txansRpiiaiiOB., .
1 2 3 4 5 6 7 Aiiport access.
1 2 3 4 3 6 7 Overall (|uaBfy of airport
</>
ifUJ
. 1 .2  
1 2  
1 2 
I 2 
1 2 
I 2
i  2 
1 2 
1 2
4
4
4
4
4
44
4 5 
4 5
ItX
LU
7
7
7
7
7
7
7
7
7
16. Did you stay in any hotels in Las Vegas? DYes. If >es. please complete this box. DNo. If no. please go to 
 question 17._______
LODGING 
Locauottofhotel
Parking.
Room.
4 5 6 7
Friendliness of employ ees.
4  5 6 7
Overall quality of lodging.
17. Did you go to any shows during your stay in Las Vegas?
□Yes. If ves. please complete this box._______ UNo. If no. please go to question 23.
If
c
>  a  
E
1 2  3 4  5 6 7
1 2 3 4 5
1 2 7 t  ^
1 2 3 4 5 6 7
6 7
I 2 
1 2  
I 2
1 2  3 4
3 4  5 6 7 
3 4 5 6 7 
7 4 3„6_7 
5 6 7
S
l{
ENTERTAINMENT “
Ease in getting tickets. 1 2  3 4
Showroom facilities. 1 2  3 4
1
1 2  3 4
Entertainers.
Overall quality of entertainment
(A
i |
ui
'X 6./
5 6 7
5 6 7
3 : 6  7'
5 6 7
6 6_1^ 
5 6 7
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18. Please indicate the actinties you participated in during your stay in Las Vegas. For those activities you 
participated in, indicate their importance and your expectations.
Please select a number on both sides:
e
1 itic S
I S
e« I t 0 0 >  a.
0
I I i f
I E XK ACTIVITIES IN LAS VEGAS U J mUJ
o .i;'2 X 4 5 6 7 .Sightseeing. . 1 2 3 4 5 6 7
□ 1 2 3 4 5 6 7 Guided tours 1 2 3 4 5 6 7
Id 1 2 3 4 6 7 >fi£htcliibsfdainclng  ^ ! I 2 3 4 5 6 7
□ 1 2 3 4 5 6 7 Restaurants 1 2 3 4 5 6 7
o '" ” T ' l : y n “ 5 6 7 Amuscmcnt/themfr parks _ ”“r 2 3 4 S 6
□ 1 2 3 4 5 6 7 National Parks 1 2 3 4 5 6 7
Id 1 2 3 4 5 6 7 -GamtJling " " t 2 3 4 5 -6 7 ,
□ 1 2 3 4 5 6 7 Shopping____ ____ _ 1 2 3 4 5 6 7
o 1 2 3 : 4 5 6: 7 Sunixuhing 1 m ,3”4 '5 6 7
□ 1 2 3 4 5 6 7 Sports (GolfiTenms/Joggmg) 1 2 3 4 5 6 7
D 1 2 3 .4 5 & 7 iVfeet people I 2 3 4 -5 ' 6 -7
□ 1 2 3 4 5 6 7 Convenient gateway to other areas 
of the U.S.A.
1 2 3 4 5 6 7
19. How would you rate the quality of your overall travel experience in Las Vegas? (Circle one number)
Below Above
Expectations Expectations
1 2 3 4 5 6 7
20. Would you recommend Las Vegas as main travel destination ? (Circle one number)
Definitelv Definitely
Would Not Would
1 2 3 4 5 6 7
21. Have you heard comments from other travelers about their stay in Las Vegas during this trip!
□Yes ONo
If yes, were the comments Very Negative Verv Positive?
(Circle one number) 1 2 3 4 5 6 7
22. Would you return to Las Vegas as your main travel destination! (Please circle one number)
Definitelv Definitelv
Would Not Would
1 2 3 4 5 6 7
23. If you returned to Las Vegas, would you spend... (Please check one)
□less time in Las Vegas? □  the same amount of time in Las Vegas? □more time in Las Vegas?
24./4rc you « resident o/Germany? (Please check one) □  Yes □No
25. Are you a German national? (Please check one) □ Yes □  No
26. Are you...? (Please check one) □  Male □  Female
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27. Please indicate the category that includes your age.  A. 21 to 29 years old D. 50 to 59 years old
(Choose A, B, C, D, E, or F) B. 30 to 39 years old E. 60 to 64 years old
C. 40 to 49 years old F. 65 and older
28. Please indicate the category that includes your annual gross income in Dmark).______
(Choose A, B. C, D, or E)
A.<20,000 DM B. 20,001-40,000 DM C. 40,0001-60,000 DM D. 60,001-80,000 DM E. >80,000 DM
29. Did you have any complaint(s) related to your stay in Las Vegas?
□  Yes □  No
Jfyes, did you make a formal complaint?
□  Yes □  No
If yes, was the complaint resolved satisfactorily?
□Yes □  No
Please describe what your complaint(s) was/were...........................................................
30. Would you be willing to participate in a postal survey after you return to Germany? 
□  Yes □  No
If yes, please give your name and address:.
Thank you for your participation.
Please return the completed questionnaire to the surveyor.
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APPENDIX C
April/Mai 1996
Sehr geehrte Herren und Damen!
Urn Las Vegas zu einem besseren Reiseziel zu machen, mochte ich Ihnen ein paar 
Fragen iiber Ihren Besuch stellen. Die Resultate dieses Fragebogen werden genutzt 
werden, um der Las Vegas Touristenbehorde und den Geschaftsieuten ein besseres 
Bild zu verschafFen, was Deutsche Touristen von Las Vegas envarten.
Seit 1988 ist der Prozentsatz der intemationalen Touristen von 4% in 1988 auf 14% in 
1993 angestiegen. Im selben Jahr war Deutschland das Land, aus dem die meisten 
Besucher herkamen.
Das Ausfullen des Fragebogen wird nicht mehr als 10 Minuten dauem. Falls Sie mit 
anderen Personen reisen, bitte fullen Sie die Fragebogen einzeln aus. Wir haben eine 
Deutschsprechende Person zu Hirer Verfugung fur den Fall, dass Sie Fragen haben.
Nachdem Sie den Fragebogen ausgefiillt haben, bitte geben Sie ihn der Person von 
der Universitat Las Vegas, welche Sie an dem Namenschild erkennen konnen.
Wir danken Ihnen herzlich fur Hire Beteiligung.
Mit ffeundlichen Griissen!
Margaret Erstad
Graduate Student, UNLV
William F. Harrah College of Hotel Administration
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APPENDIX D
FRAGEBOGEN AN REISE ERFAHRUNGS QUALITAT FUR UBERSEE BESUCHER
NACH LAS VEGAS
Bine beachten Sie: Die Ausftillung dieses Fragebogen ist freiwillig, anonym, und nur fur Personen 21 Jahre und 
alter.
1.1st dies Ihr ersler Besuch zu Las Vegas? Ja □  Nein □
2. Was war Ihr Hauptgrund nach Las Vegas zu kommen? fWahlen Sie einen)
□  Geschaftsreise □  Studium oder Unterrichten
□  Konferenze/Handelsaustellung □  Uriaub
□  Geschaftsreise mit Ihr Mann oder Ihre Frau □  Spielkasino
□  Besuch von Freunden oder Verwandten □  Andere Gründe_____________
3. Sind Sie nach Las Vegas in einer Touristengruppe gekommen? □  Ja □  Nein. 
Im Falle einer Ja Antwort, bitte geben Sie an die Type der Touristenorganisation____
4. Warum haben Sie Condor gewdhit um nach Las Vegas zu kommen? (Überprüfen Sie alle Antworten bitte)
□  Flugpreise □ Sicherheits Erwahgungen □  Pünktiichkeit der Fluggesellschaft
□  GQnstiger Flugplan □ Werbung □  Empfehlung des Reisebüros
□  Non-stop Flug □ Nicht eigene Wahl □  Andere Gründe________________
□  Inklusive in einem Touristenpaket
5. fVie haben Sie Ihre Reise nach Las Vegas arrangierfi (Wâhlen Sie nur eine Antwort)
□  Nur Flug □  Flug, Hotel, und Reisefiihrer □  Flug und Auto
□  Flug und Hotel □  Flug, Hotel, und Auto □  Allés inklusive (mit Vollverflegung)
□  Andere____________________
6. Wer hat Ihre Reise nach Las Vegas arrangiert? (Wahlen Sie nur eine Antwort)
□  Reisebüro □  Reiseabteilung Ihrer Firma □  Reiseveranstalter □  Reiseklub □  Selber
7. Wie viele Tage voraus haben Sie Ihre Reise arrangiert? (Wahlen Sie nur eine Antwort)
□  Selben Tag G l - 3  G 4 - 6 0  7-14 0  15 - 30 G 31 -60 G 61 -90 0  90+
8. fVie viele Sdchte haben Sie in Las Vegas verbracht?_________
9. Wie viele IVdchte haben Sie in den U.S^. verbracht?
10. Wie vieihatder Vmwechslungskurs Sie beeinflusst eine Reise zu untemehmen? (Wahlen Sie eine Zahl)
Überhaupmiglit SghcYisl
1 2  3 4 5 6 7
11. Haben Sie gespielt in Las Vegas? □  Ja. G Nein. Im Falle einer Ja Antwort, bitte geben Sie an, wie 
viele Stunden Sie durchschnittlich jeden Tag im Spielkasino verbracht haben? (Wahlen Sie eine Zahl)
0 1 2 3 4 5 6 7 8 9  10 11 12 13 14 15 16 17+
12. Nicht inklusive Reisespesen, Essen und Hotel, wie viel Geid haben Sie nur JUrs Spielen ausgegeben? 
(wahlen Sie eine Summe)
O Wenigerals S20 GS40-59 GS80-99 O $200-299 G $400-499 O $600-699 O $800 - 899
□  $20-39 O $60 - 79 G $100-199 O $300-399 G $500 - 599 O $700 - 799 □  $900+
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Bitte bewerten Sie die foigenen Einzeiheiten Hire Reise nach Las Vegas mit der Wahl eine Nummer an der iinken 
Seite. An der rechten Seite, bine wâhlen Sie eine Summer die Ihre Erwariungen besclireiben wiirde. Erwartung 
ist beschrieben ais der Unterschied zwischen Hirer eigentlichen Erfalirungen und was Hire Erwartungen waren.
ZUMBEISPIEL
-y-g
1 2  3 4 5 6 7
GESAMTQUALITÂTS EINSCHÂTZUNG 
Reisebüro benutzt in Deutschland
(0
CO
m
S>c
I II
4 5 6 7
13. Bitte, bewerten sie die foigenen Einelheiten Hire Reise nach Las Vegas mit der Wahl eine Summer an der 
iinken Seite (wiclitig oder no) und der rechten Seite (Erwartungen).
Bitte, wahlen Sie eine Nummer an beiden Seiten:
If If
1 2  3 4 5 6 7
CESAMTOUALITÂTS EINSCHÂTZUNG 
Reisebüro benutzt in Deutschland
k
c  e o «
1 2  3 4 5
n
II
6 7
" T 2  3 4 5 6 7'" ^  FtaR nacE Las Vegas  ^ ’ ’ . I 2" 3 /  4 -  5 6"'7
1 2 3 5 6 7 Flughafen in Las Vegs 1 2 3 4 5 6 7'j 2 " 3 - 4 ‘ 5' 6 7' ' Hotel benutzt m L& VcgK r L' T:v-2.i:'3'l74-*5.r e
1 2  3 4 5 6 7 Restaurants benutzt in Las Vegas 1 2  3 4 5 6 7
1 2 _3 4 .5  ‘6 7' - /Las Vegi.ShbtTO^ehài"j.-. : /2i23^4-^5''  6--T- .
1 2  3 4 5 6 7 Aktivitaten teilgenomen in Las Vegas 1 2  3 4 5 6 7
14. Bitte beantworten Sie die foigenen Fragen Uber Hire Flugreise mit Condor.
o)II
r g  « 5
1 2  3 4 5 6 7 
1 2  3 4 5 6 7
FLUG NACH LAS VEGAS
Einscheckzeit
Abflug Pünktiichkeit.
II
f i  ^  «
1 2  3 4 5 
1 2  3 4 5
11
6 7 
6 7
1 2  -, - 3 “-riAr.;—5. 6 c- ..-./7,QûàIitatde,EsseaundiIiinkèns;^^
1 2  3 4 5 6 7 Steward/Stewardess Service. 1 2  3 4 5 6 7
L 2^3#f"5:5 _
1 2  3 4 5 6 7 Sauberkeit der Flugkabine. 1 2  3 4 5 6 7
r r ^ 2 - 5 3 #  . 5: '6"7> ' : Sttzbequ0iiIichkeiL+r.;'r -
1 2  3 4 5 6 7 Attractivitat und Bequemlichkeit der Flugkabine. 1 2  3 4 5 6 7
i 2"'-'3 'f-4 - "5. .6 - 7  r -ifan'dgcpâclcraumi V' : y.. > • ■ : jl ;:2 ,f3 i:4 i^ ---6 - ,7 /
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15. Bitte beantworten Sie die foigenden Fragen ûher den Flughafen in Las Vegas.
Bitte, wàhlen Sie eine Nummer an beiden Seiten:
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iî O)1 1” 5
I 2 3 ^ 4 _ 3 _ 6  7 
1 2  3 4 5 6 7
I 2 3 4 5 6 J7
1 2  3 4 5 6 7
r :2  '3  'A 5 6 7
1 2  3 4 5 6 7
1 2 3 4 5 6 7
1 2 4 5 6 7
FLUGHAFEN IN LAS VEGAS 
Gepâck ausgabe^
Pass Kontrolle.
Konftolle. ______
Flughafen Sitzmôglichkeiten.
L^enstraae Sendee.__
Pfodukte angeboten.
Boden Transport .
Flughafen Zugânglichkeit.
Ü« 0)
1 2 
1 2  
I_2 
1 2  
1 2 
l" 2 
l 2
I ■)
il
4 5 6 7
4 5 6 7
4 5 6 7
4 5" 6 '7
5 6 7
5 6 7
5 6 7
5 6 7
16. Haben Sie ht einem Hotei in Las Vegas übernachtet? UJa. Im Falie einer Ja .-intwort, bitte beantworten Sie 
die foigenen Fragen in der unieren Box. ONein. Im Falle einer Sein .Antwort, bitte gehen Sie zu Fragel 7.
4 i l
HOTEL QBERNACHTUNG
.5. "g • 7.~ 
“l 2' 3 4 5 6 7
1 2 3 4 _5 6 77
1 **2 3 4 5 "6 7
C .2 3 4 5 6 7
1 2 3 4 5 6 7
l., 2 T  4 5 6"/7'' 
1 2  3 4 5 6 7
1^2 3 ^ ? 7 6  "7
Lage des Hotels/ ~
Parkplatz. 
Ü ^ ptiôn. ~
Zimmer.
' Pîéni9éiaimgsàusstâttimg~ ,y 
Freundlichkeit der Angestellten 
Hotelaussrammglind^ &Bviatem 
Kennmisse der Angestellten. 
AeiseZ ' ' '■
» s
17. Haben Sie Las Vegas Shows besucht?OJa. Im Faite einer Ja Antwort, bitte beantworten Sie die foigenen 
Fragen in der unteren Box.__________Q/Vei#t. Im Falie einer Sein Antwort, bitte geken Sie zu Frage 18.
-  »
l ” 3 . - 4  -5-'6 71.
SHOWS
Infonnatibn Dberdie Shows.'
Il5>2 ç  E^  » 1 1
1 ' 2  3 4 5 6 "7“
6 71 2  3 4
Bequemlichkeit der Ticketbeschafïung. 
^^reua'dHcSlc^ dêrAng^ëfitèn:" '
Show Saal Ausstattung.
: Show:SaâCService:->/" ' -
1 2 3 4 5 6 7
Z J G O i l l X 'O -
1 2  3 4 5 6 7
T 2 3 4 5 6 ' 2
1 2  3 4 5 6 7 '
■ 1 2 3 4 5 6 '7
1 2 3 4 5 6 7 Unterhaltungskûnstler.
'ü^r'T7r~5rré~~i — -TSmiT"""-"
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18. Bine beschreiben Sic die Aklivitdten an denen Sie teiigenommen haben in Las Vegas und litre Erwartuttgen.
Bitte, wahlen Sie eine Nummer an beiden Seiten:
e01
E
I Sc»S
is
□_
□
□
□
□
□
o '
□
□
1 2  3 
I 2
I
1 ~ 2  
1 ~ 2
"i_2
Z -A  
T  2
I J2_
i l  A 
1 2
x:2
^ __ ACT1V1TÂT IN LAS VEGAS
4 5 6 7 ___  Si^tseeing - ______   •
4 5 2  7 Touren mit Reisefiihrung
_4 A  __7____  Nachtciubs/discos
4 5 6 7 Restaurants
4 .5.. 6 7 . VergnPgungspaik
4 5 6 7 National Parks
a I ï IJ .j I I .
4 5 6 7
4 _ A  . 6 _ 7 __
4 5 6 7
4_ .r 6 ~7 _
4 5 6 7
Kasinos
Shopping _  
Sonnenbadea
Sports (Golf/Tennis/Jogging)
Lcute kenneozulemea
Bequemer Ausgangspunkt zu anderen 
Gegenden von den U.S.A.
19. Wie warden Sie die Gesamtquaiitàt Ihrer Reise nach Las Vegas einschStzen? (Wâhlen Sie eine Nummer)
Weniger Mfhrjlg
als erwanet erwanet
1 2  3 4 5 6 7
20. Warden Sie Las Vegas ais Reiseziel entpfehien? (Wâhlen Sie eine Nummer)
Bestimmt Auf Jeden
Nicht fail
1 2  3 4 5 6 7
21. Haben Sie Urteile von anderen Touristen Uber die Reise nach Las Vegas gehârt? □  Ja □  Nein 
im Falle eine ja Antwort waren die Meinungen...
Sehr Negative? Sehr Positive?
(Wahlen Sie eine Nummer) 1
22. warden Sie nach Las Vegas zurückkehren als Ihr HauptreisezieH (Please circle one number)
Bestimmt Abf leden
Nicht fall
1 2 3 4 5 6 7
23. Far den Fail dass Sie nach Las Vegas zurackkommen, warden Sie... in Las Vegas verbringen? 
(Wahlen Sie einen) □ weniger Zeit □ die selbe Zeit DmehrZeit
24. Wohnen Sie in Deutschland? (Wâhlen Sie eine Antwort) □  Ja □  Nein
25. Sind Sie Deutscher Staatsbhrger? (Wahlen Sie eine Antwort) O Ja □  Nein
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26. Sind Sie ...? (Wahlen Sie eine Antwort) □ weibiichen Geschlechts □ manniichen Geschlechts
27. Die Kategorie IhreAlteram besten bezeichnel. (Wahlen Sie A, B. C, D, E, oder F)____
A. 21-29 B. 30 - 39 C. 40-49 D. 50 - 59 E.60-64 F. 65+
28. Die Kategorie die am besten Ihr Brutto Einkommen in Deutschland bezekhnet.______
(Wahlen Sie A. B. C. D. oder E)
A.<20,OOODM B. 20,001-40,000 DM C. 40.0001-60,000 DM D. 60,001-80,000 DM E. >80,000 DM
29. Haben Sie Beschwerden irgendwekher Art iiber Ihren Aufenlhalt in Las Vegas?
□ Ja □  Nein
Fiir den Fail das Sie Ja antwortet,
war die Beschwerde offidell vorgehen?
□ Ja □  Nein
War das Problem zu Ihrer Befriedigung geWst worden?
□ Ja □  Nein
Fiir den Fall das Sie Ja antwortet,
beschreiben Sie bitte Ihre Beschwerde..........................................................................
30. Wiirden Sie diesen Fragebogen auszufUllen, der Ihren nach Deutschland geschickt wird?
□ Ja □  Nein
Im Ja Faile, bitten geben Sie Ihren Namen und Ihre Adresse.
Vielen Dank fur Ihre Teilnahme.
Bitte geben Sie den Fragebogen zuriick zu dem UNLV Reprssentanten.
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APPENDIX E
DATE: March 28, 1996
TO: Margaret Erstad (TCA)
M/S 6023
FROM: ■ William E. Schulze, Director
-y^Office of Sponsored Programs (X13 57)
RE: Status of Human Subject Protocol Entitled:
"Quality in the Travel Experience of Overseas Visitors: 
The Case of Las Vegas"
OSP #605s0396-179e
The protocol for the project referenced above has been reviewed by 
the Office of Sponsored Programs and it has been determined that it 
meets the criteria for exemption from full review by the UNLV human 
subjects Institutional Review Board. Except for any required 
conditions or modifications noted below, this protocol is approved 
for a period of one year from the date of this notification, and 
work on the project may proceed.
Should the use of human subjects described in this protocol 
continue beyond a year from the date of this notification, it will 
be necessary to request an extension.
c c : J. Bowen (TCA-6023)
OSP File
Office of Sponsored Programs 
4505 Maryland Parkway • Box 451037 • Las Vegas, Nevada 89154-1037 
(702) 895-1357 •  FAX (702) 895-4242
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Responses %
Residents of 
Germany:
198 94.3
Nonresidents of 
Germany:
2 1
Missing Data 10 4.8
German Citizens 188 94.9
Not German Citizens 10 5.1
Missing Data 0 0
Gender; 198
Female 83 41.9
Male 115 58.1
Age: 195 98.5
(1)21-29 28 14.1
(2) 30-39 62 31.3
(3)40-49 34 17.2
(4) 50-59 37 18.7
(5) 60-64 23 11.6
(6) 65+ 11 5.6
Missing 3 1.5
Income. 171 86.4
(1) <20,000 DM 10 5.1
(2) 20,001-40,000 DM 28 14.1
(3)40,001-60,000 DM 49 24.7
(4) 60,001-80,000 DM 40 20.2
(5) >80,000 DM 44 22.2
Missing 27 13.6
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APPENDIX G
CHARACTERISTICS OF BEHAVIOR AND ACTIVITIES OF GERMAN
TRAVELERS TO LAS VIEGAS
Responses 
(not including 
missing date
%
Question 1. First visit to Las Vegas? 194 98.0
Yes 99 50.0
No 95 48.0
Missing 4 2.0
Question 2. Main purpose o f  visit to Las Vegas: 197 99.5
Business 6 3.0
Conference/Convention/Fair 2 1.0
With spouse on business 1 .5.0
Visit Friends/Relatives 16 8.1
Studv/Teaching 0 0
Vacation/Holiday 150 75.8
To Gamble 6 3.0
Other 8 8.1
Missing 1 .5
Question 3. Traveling to Las Vegas as part o f  a group?
Yes 39 19.7
No 158 79.8
Missing 1 .5
Question 4. Reason for selecting Condor (multiple responses)
Airfare 48
Convenient Schedule 36
Non-stop Flight 129
Included in Package Tour 27
Safety Reputation 63
Promotion/Advertising 2
Not Involved in Airline Choice 10
On-time Reputation 25
Recommended by Travel Agent 18
Other 9
Question S. Travel arrangements included: 195 98.5
Flight only 19 9.6
Flight and Hotel 54 27.3
Flight Hotel and Tour Guide 27 13.6
Flight Hotel, and Car Rental 50 25.3
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Responses (not 
including missing 
data)
%
Flight and Car Rental 40 20.2
All inclusive tour (including meals) 3 1.5
Other 2 1.0
Missing 3 1.5
Travel Club 0 0
Directly 81 40.9
Missing 2 1.0
Question 7. D ays in advance trip reservations were 
made:
196 99.0
Same day 0 0
1 -3 3 1.5
4 - 6 5 2.5
7 -1 4 20 10.1
15-30 26 13.1
31 -60 41 20.7
61-90 35 17.7
90+ 66 33.3
Missing 2 1.0
Question 8. Nights spent in Las Vegas: 197 99.5
7 or less 169 85.4
8 - 1 4 19 9.5
15-21 2 1
22-28 4 2.5
29-35 0 0
36-42 0 0
43-49 1 .5
50-56 2 0
57-90 1 .5
Missing 1 .5
Total responses 198 100
Question 9. Nights spent in the United States: 196 99.0
7 or less 71 35.9
8 -14 54 27.3
15-21 44 22.2
22-28 18 9.1
29-35 5 2.5
36-42 9 4.5
43-49 1 .5
50-56 0 0
57-90 3 1.5
Missing 2 1
Total responses 198 100
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Responses (not 
including missing 
data)
%
Question 10. Influence Dniark/dollar exchange rate: 192 97.5
Not at all = 1 109 55.1
2 23 11.6
3 16 8.1
4 22 11.1
5 7 3.5
6 8 J 4.0
Very much = 7 7 3.5
Missing 6 3.0
Question II. Did vou gamble during your stav? 196 99.0
Yes 144 72.7
No 52 26.3
Missing 2 1.0
Average hours spent each day gambling? 147 74.2
Question 12. Budget for gambling for this trip: 172 86.9
Less than $20 67 33.8
$20 - 39 24 12.1
$40 - 59 20 10.1
$60 - 79 4 2.0
$80 - 99 15 7.6
$100- 199 9 4.5
$200 - 299 7 3.5
$300 - 399 6 3.0
$400 - 499 5 2.5
$500 - 599 1 .5
$600 - 699 3 1.5
$700 - 700 0 Ü
$800 - 899 3 1.5
$900+ 8 4.0
Missing Data 26 13.1
Question 18. Activities participated in (Multiple responses)
Sightseeing 82 41.4
Guided tours 48 24.2
Nightclubs/dancing 40 20.2
Restaurants 145 73.2
Amusement/theme parks 64 32.3
National Parks 105 53
Gambling 109 55.1
Shopping 133 67.2
Sunbathing 84 42.4
Sports (Golf. Tennis. Jogging) 33 16.7
Meet People 55 27.8
Convenient Gateway to other areas of the U.S. 114 57.6
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